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| Leading Industries throughout the nation 


a neter VICTOR 


16mm SOUND MOVIE PROJECTORS 


PrGALs 
— FOR THREE YEARS, National Oats Company of East St. Louis, Illinois, 


has successfully employed Victor 16mm projectors as a means of making 





friends and sales for their Corno Feed dealers. 

With the cooperation of National Oats representatives, Corno Farmer and Feeder 
Meetings are arranged in various dealers’ territories. Over 150 meetings have been 
held with more than 37,000 feeders in attendance. Highlighting every gathering are 
wholesome 16mm entertainment films, as well as films dramatizing farm feeding and 
management aids. 

The important role played by Victor in the sales and promotion program of 
National Oats Company typifies Victor value and versatility for modern industry . 
There is a Victor designed to meet your specific business requirements . . . to stimulate 


sales as well as to train and entertain employees. 


Ye. Ms G . 
hichor Aainilogriph Copporalion 
A DIVISION OF CURTISS-WRIGHT CORPORATION 


Dept. Q-22, Home Office and Factory: Davenport, lowa + New York + Chicago 
Distributors Throughout the World 











AMONG MANY CLIENTS SERVED REPEATEDLY BY CARAVEL: 


American Bible Society ... American Can Company... American Telephone and Telegraph : 
* Company ... Associated Merchandising Corporation ... Black & Decker Manufacturing Co. * 
..- Godfrey L. Cabot, Inc. ... Ethyl Corporation ... The B. F. Goodrich Company ... Kenwood 
, Mills ... Mohawk Carpet Mills, Inc. ... National Lead Company ... Pepsi-Cola Company ... : 
* Pure Oil Company ...Socony-Vacuum Oil Company, Inc.... United States Rubber Company * 
. . 


a 
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....:+-LEI“S MAKRE.....-.- 
HUMAN RELATIONS 


MORE HUMAN 











Most workers in Industry want to do 
the right thing. When groups of them 
see fit to interrupt production, it's often makes much of this partnership idea. 
because they think they're not appre- o— “Consider your people in everything 
ciated. Chiefly they want to be treated _— you do, and they, in turn, will give you 
more like partners...which they really are. their complete cooperation.” That's leadership! 


Associated Merchandising Corpora- 
tion, in its training film ‘It's Up to You,” 











*Cluett, Peabody & Company reveals a keen *More than any other company, the Bell System 
grasp of this truth in its motion picture“Enterprise” is continually showing its people how they are all 
—which shows how the people of an entire com- linked together in a communications service of 
munity benefit through the cooperation of in- vast importance to the public—witness the motion 
vestors, managers and workers. picture, “A Million Times a Day.” 


We count it a privilege to have produced the above-named motion pictures. 
We have been treated like partners — and, we think, with benefit to all. 


CARAVEL FILMS 


INCORPORATED 


New York + 730 Fifth Avenue * Tel. Circle 7-6111 
Detroit + 3010 Book Tower + Tel. CAdillac 6617 








GREAT INDUSTRIES 
HAVE GREAT 
STORIES TO TELL 


NEWS ASSIGNMENT~ Farm Style! 


News about a potato-planter! 
News about an orchard-sprayer! 

News about a cowbarn-cleaner! 
“News?” you ask... And the answer is yes — 
real, red-hot news to America’s millions of mo- 
torized farmers! 

That’s why The Texas Company turned to RKO 
Pathe for graphic coverage —to show farmers 


everywhere, through the living medium of a 
sound and color motion picture, the improve- 
ments and benefits that may be theirs with the 
help of Texaco service and Texaco products. 


We think you will be interested in seeing this 20- 
minute film, “IT’s NEWS BECAUSE IT’S NEW,” as 
well as other examples of how RKO Pathe Mo- 
tion Pictures do a real selling job for industry 
today. (See Free Private Showing offer below.) 


a 


ee 


RKO Pathe 


C » 


“EAT QUT’ 


FREE—Private Showing 


We would like you to see “It’s News Be- 
cause It's New” at a private showing in 
your office or ours—at your convenience, 


Only RKO Pathe Offers: 


1. A Firm Price For Your Film — a price that meets all 
competition, quality for quality. 


We will also be glad to furnish you with 
full facts about RKO Pathe’s unique fa- 
cilities. Most important, it will pay you 
to learn about our policy — customer 
ownership of script. no payments until 
final picture is accepted, other advantages. 





2. Guarantee of Satistaction—no down or progress pay- 
ments. You pay nothing unless you are thoroughly satisfied. 


Please attach this coupon to your letter- 


3. Best Facilities in the Industry — completely equip- - 
head and mail today. 


ped studios in both New York and Hollywood. 


4. An RKO Pathe Production— for forty years the hall- 
mark of great pictures, 


RKO PATHE, Inc. 


625 Madison Avenue, New York 22, N. Y. 


PRODUCERS OF BETTER COMMERCIAL AND 
TELEVISION FILMS FOR INDUSTRY 


Name 
Title 


Company 





Address 


City 
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Better job understanding 
CUTS PRODUCTION COSTS 


Build profitable team spirit for your business 








Bell & Howell 


Announces 





NEW SINGLE-CASE FILMOSOUND 


New streamlined, compact 16mm pro- 
jector, weighs only 351% Ib. including 
built-in 6” speaker. Has both sound and 
silent speeds, and stops for stills. UL ap- 
proved. Built-in speaker can be removed 
and placed near screen; larger speakers 
available for audiences of any size. With 
traditional B&H quality throughout, a 
greater value than ever—-now only 


$399.50 


NEW ACADEMY FILMOSOUND, 16mm sound 
or silent projector specially designed for 
sizable audiences, indoors or out. UL 
approved. Separate 8” or 12” speaker. 
With 8” speaker, now only $474.50 


GUARANTEED FOR LIFE. During life of prod- 
uct, any defects in workmanship or ma- 
terials will be remedied free (except 
transportation). 


NEW LOW PRICES 








... Show your employees the “how”’ 


and “why” of their jobs . . . teach better 


shop techniques speedily . . . with 


BELL & HOWELL FILMOSOUND PROJECTORS. 


SOUND MOTION PICTURES can give speed and 
pointed direction to your program for stepping 
up plant efficiency, trimming your production 
costs. For motion pictures can teach over-all job 
understanding—and develop job enthusiasm 

faster and more effectively than any other 


medium. 


efficiency for every use you make of films. 


and projector mean... 


# No wasted appointments 

% No disappointed audiences 

*% Greatest protection for films 

*% Really low cost-per-hour operation 


time lost for repairs. 


7108 McCormick Road, Chicago 45. 


PRECISION-MADE 








Equipment for Hollywood and the World 
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Filmosound . .. easy to use, versatile, and proved 
dependable . . . assures you maximum projector 


It is this assured performance, in fact, that so 
many business firms cite as their major reason for 
insisting on Bell & Howell motion picture equip- 
ment. The engineered superiority and the preci- 
sion excellence B&H builds into every camera 


ENDURANCE TEST IS NEW PROOF. As extra proof 
of outstanding B&H dependability, a Filmosound 
Projector was taken at random from stock and, 
using film, set into operation on our laboratory 
test stand. Jt has now run 1600 hours with no 


For full information on how motion pictures can 
work for you . .. how Filmosound can make them 
work hardest . . . write Bell & Howell Company, 


Since 1907 the Largest Manufacturer of Professional Motion Picture 








S.V.E. “INSTRUCTOR” 300 


For Quick and Easy Projection 
of 2” x 2” Slides, Single and 


Double-frame Filmstrips 








* Fast “Push-in-Style” Threading 


*® Quick Changeover to 2” x 2” Slides 


* Easily Adjusted Aperture Assembly 


& This is the newest of S.V.E. Tri-Purpose 
projectors accommodating 2” x 2” slides, single 
and double-frame filmstrips. Can be threaded in 
quick “push-in-style” or in the conventional man- 
ner. Film advances smoothly . . . without scratch- 
ing or tearing . . . either forward or backward. 
Semi-automatic slide carrier covers Bantam frame 
as well as 35mm double-frame slides in 2” x 2” 
mounts. 


New, adjustable aperture assembly gives any 
size frame from single-frame to double-frame, 
with intermediate positions. Quick changeover 


from filmstrips to 2” x 2” slides and vice versa. 


New design optical system with all elements 
coated. Complete with 5” Wocoted S.V.E. Ana- 
stigmat lens and two-tone lift off case, the “In- 


structor” 300 is being introduced at $90.00 





LEADING SOUND SLIDEFILM 
EQUIPMENT MANUFACTURERS USE 
S.V.E. PROJECTORS EXCLUSIVELY! 











Write for folder giving complete information 
on the new “Instructor” 300. 
iddress Dept. SC — 5. 


SOCIETY FOR VISUAL EDUCATION, INC 
A Business Corporation 


100 East Obie Street Chicegeo 11, tH 
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PROGRAM SERVICE 


for weekly 


Employee Showings 











| * More than 85 sound and color motion 


pictures produced by American Industry and 
distributed by 


Service, are available on a free loan basis. 


Modern Talking Picture 


These films cover a wide range of interest; 
some deal directly with the basic structures of 
freedom and progress in the American Way— 
give a better understanding of our economic 
system—others provide information on con- 
sumer education, health and hygiene, home- 
making, thrift, sport and travel. 

Hundreds of successful industrial users re- 
port employee interest and enthusiasm for 
these entertaining and informative weekly 
They 


stimulate morale and build goodwill. 


film programs. provide relaxation, 

You can arrange a well-balanced schedule 
of selected films—suitable for men, women or 
mixed audiences—to be delivered on specific 


dates for your showings. 


26 Regional Film-Exchanges Help 
Arrange Schedules & Supply Programs 


Write for folder describing this 


employee program service 








MODERN TALKING 
PICTURE SERVICE, Inc. 


9 ROCKEFELLER PLAZA 142 E. ONTARIO ST. 
NEW YORK 20, N. Y. CHICAGO 11 
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if sales are to be made, customers 


must be asked to buy. 


To present the product and det the order, 


salesmen must be trained. 


No more effective means of training to 
sell have been devised than audio visual 


media. 


Motion pictures and sound slidefilms, 
written to order and produeed by 
WILDING, have been outstanding for 
more than thirty years in quality, 


imagination and accomplishment in 


the field. 


WILDING 


PICTURE PRODUCTIONS, INC. 


MOTION PICTURES + SLIDE FILMS -« TELEVISION FILMS 















CHICAGO* 
1345 Argyle Street 


NEW YORK 
385 Madison Ave. 


DETROIT* 
4925 Cadieux Rd. 


CLEVELAND} — 
310 Swetland Bldg. Ps 


HOLLY WOOD* ~ 
5981 Venice Blvd. | ” 


ST. LOUIS § 
4053 Lindell Blvd. 7 ‘| 


CINCINNATI 
Neave Bldg. 


*Studio Facilities 








URING THE PAST few vears, new 

techniques and equipment for mag 

netic sound recording on wire, tape 
and film have been developed to the extent 
that many motion picture engineers see the 
time coming when magnetic may completely 
replace photosound recording and reproduc- 
tion. That this will be a slow process is evident 
on consideration of the millions of dollars now 
invested in photographic recording equipment 
and theatre sound systems based on the optical 
track. Nevertheless, the magnetic technique 
in practically every form of pre-release produc- 
tion has made tremendous strides in just the 
past few months, although it seems sure that 
magnetic tracks on release prints are a long 
way off. 
MAGNETIC SOUND RECORDING Is NOTHING New 

Revolutionary as the modern magnetic sys- 
tems may seem, magnetic sound recording is 
not new. Valdemar Poulsen, a Danish scien 
tist, in 1898 developed an instrument he called 
the Telegraphone which laid down the prin 
ciples for modern wire recording equipment. 
Later, in the thirties, the Germans produced a 
machine called the Magnetophone, which, 
although not good enough for quality sound 
reproduction, was quite successful as an office 
dictating device. 

In 1939, the Brush Development Company 
began experimenting with the possibility of a 
magnetic recorder as a commercial venture. 
Armour Research Foundation and Bell Tele 
phone Laboratories were also very active in 
this work. During the war, both Allied and 
German scientists made great progress in 
magnetic development, and equipment of this 
type was used for radio intelligence and coun 
termeasure activities. 


Precise INSTRUMENTS Are Basic NEED 


Since the war, tape and wire recorders have 
reached the market in some quantity. Some 
have been used for motion picture work, but 
most have been employed in radio stations, 
in homes, and in schools. The problem, fon 
cinematic use, has been to produce an instru 
ment capable of operating in perfect synchro 
nism with a motion picture camera. Until 
recently, equipment has not been available 
to satisly most exacting film producers, either 
in regard to quality of sound reproduction ol 
in maintaining synchronization. Some few 
producers, through considerable ingenuity, 
have produced sound tracks on non-synchro 
nous but high quality recorders, such as the 


Magnecord, Presto, Ampex or Magnagram, 


right off the reel 


TECHNICAL STRIDES IN THE MAGNETIC RECORDING FIELD 
ARE REPORTED IN THIS RECENT BUSINESS SCREEN SURVEY 


that are comparable to the best achieved on 
synchronous instruments. For the most part, 
however, the use of non-synchronous recorders 
has not been too successful except for the 
production of “guide tracks” for use in copy- 
ing words, inflections and noises from the 
“guide track” for original photosound record- 
ing. 

During the past year, however, several new 
synchronous magnetic recorders have been 
introduced. Results from these instruments 
have been so gratifying that many motion 
picture sound recordists have completely 
switched to magnetic for all direct recording, 
either in studio or on location. 


Macnetic Recorpinc Has Its Goop PoINnts 


The advantages of magnetic are these: (1) 
The tape or film may be played back immedi- 
ately without laboratory processing, thus per- 
mitting an accurate check of quality on the 
spot. This eliminates ruinously expensive re- 
takes, especially on location sound. (2) The 
sound quality of a good magnetic recorder can 
be equal to or even better than photosound. 
It can also be operated by less skilled person- 
nel. Prevention of overload, which is always 
a serious problem on photosound, is negligible 
(3) The mag- 
netic tape or film may be re-used over and 
over again. 


or non-existent with magnetic. 


Although in 35mm coated-film 
form its original cost is comparable to photo- 
graphic film stock plus processing, re-use re- 
sults in considerable economy, while quarter 
inch magnetic tape costs are approximately 
one tenth those of film stock. (4) Most 
magnetic recorders.are more portable than 
photographic recorders of comparable quality. 
Being not only more portable, but much less 
expensive than photosound recorders, pro- 
ducers are able to take along sound equip- 
ment on many jobs, record more wild track 
and more extensive o1 spontaneous speech 
recording with less consideration of film cost 
or equipment damage than has heretofore 
Magnetic film is easily 
edited, either by re-recording to optical track 
work prints, or by editing and mixing directly 
on magnetic and re-recording to the final mas- 
ter print, although this latter method would 
present some difficulties with equipment now 
Standard 
splicing methods can be used with magnetic 
film, although newer methods of butt-welding 


been possible. (5) 


available in most sound studios. 


are said to produce better results. (6) Mag- 
netic materials require no laboratory process- 
ing, do not depreciate with age or require 


protection from extraneous light as photo- 
graphic film stock does. 
Anpb Possispte DisApvANTAGES, Too 

Possibie disadvantages are: (1) ‘The tension 
of the film on some magnetic sound heads as 
it travels through the recorder causes exces- 
sive wear and rather frequent replacement of 
sound heads. (2) Instances have been reported 
of accidental erasure or partial distortion of 
magnetic track by its passing through a strong 
magnetic field in transit or during operation. 
These disadvantages, however, are of doubtful 
significance, having been corrected in the new- 
er equipments and advanced techniques. 

Modern magnetic materials consist of wire, 
paper tape and film. Wire used has been of 
various types of drawn steel and of drawn 
brass plated with a magnetic alloy. The latter 
is now most widely used for wire recording 
purposes. Tape and regular acetate film, made 
principally by the Minnesota Mining and 
Manufacturing Company and the DuPont 
Company, are coated with a thin layer of ferric 
oxides which are ground to a fine powder and 
mixed into an emulsion for application. 

Recording by magnetic means is running 
the material through’ or under a magnet of 
variable potential which is controlled by 
signals from the source of sound. The magnet 
changes the magnetism in the microscopic par- 
ticles of the wire or tape. The particles then 
remain permanently magnetized in this state, 
causing modulation of sound via a reproducer 
head for playback, until demagnetized by an- 
other magnetic head for erasure. 

Berrer QuALITY witH Less DistoRTION 

The resulting sound, under good conditions, 
shows exceptional fidelity. Distortion, inter- 
modulation and noise, bugaboos of photo- 
sound, can be greatly reduced, and the dy- 
namic and frequency ranges are frequently 
superior to photosound results. Top quality 
magnetic track actually shows ground noise 
so far below signal strength (60 to 80 decibels) 
as to be completely negligible. Although qual- 
ity can be excellent with less trouble than on 
photosound, the need for auxiliary equipment 
(such as microphones) of high quality is not 
obviated, and maintenance must be of as high 
degree as on photosound recorders. 

Pay Your Money, TAKe Your CHOoIce 

The film producer can now take his pick 
from several excellent synchronous magnetic 
recording systems introduced in the past year. 
Outstanding among these were the Hallen 
(CONTINUED ON 


PAGE FORTY-FOUR) 
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NUMBER 5 


@ If you show 16 mm. movies in a 
large auditorium — school, chapel, 
hotel ballroom, industrial theatre or 
other room, seating from 100 to 1000 
people—give your audience the finest 
projection of all! The carbon arc is 
four times brighter than the next best 
16 mm. light source. The “National” 
“Pearlex’’ Carbon Arc provides 
highest visibility and perfect color 
balance. 

A number of leading manufactur- 
ers now offer 16 mm. projectors fitted 
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with the carbon arc lamp. Mail the 
coupon at right and we'll send you 
more details on the arc—and we will 
also ask the equipment dealer near- 
est you to tell you all about the 
projector. 

The registered trade-marks “National” and 
"Pearlex” distinguish carbons produced by 
NATIONAL CARBON COMPANY, INC. 
Unit of Union Carbide and Carbon Corporation 

ucC 
30 East 42nd Street, New York 17, N. Y. 


Division Sales Offices: Atlanta, Chicago, Dallas, 
Kansas City, New York, Pittsburgh, San Francisco 








National Carbon Company, Inc. 
30 East 42nd St., New York 17, N. Y. 


Please send me complete details on 
“National” Carbons for 16 mm. projec- 
tion...and.ask my local dealer to ex- 
plain the advantages of the projection 
equipment. Dept. BS 
Name — 


———— — stint 


City 








sell your products 


VEU Mune 


full color ve 


Ayu © 


that 


fo 


in three dimensions 


VIEW-MASTER 
STEREOSCOPE 


Durable plastic construc- 
tion. Simple, and quick to 
operate. 


VIEW-MASTER 
REELS 


Seven full - color stereo- 
scopic photographs on 
Reel. 


VIEW-MASTER 
NON-STEREO 
PROJECTOR 


Uses interchangeable 
View-Master picture Reels 
for group showings. 





T 


yg Add color and depth to your 
sales story with dramatic View-Master 
Stereoscopic, full color Kodachrome pic- 
tures. Show customers your product, in- 
stallations, manufacturing operations and 
services in the amazing “come to life” real- 
ism of View-Master pictures. View-Master 
three dimension pictures are proven “door 
openers”, “sales 
clinchers” in man-to-man selling. No dark 
room or electricity needed. Compact. 
Lightweight. Easy to carry. Each View- 
Master Reel holds seven different stereo- 


“attention holders”, 


scopic photographs in planned sequence. 
Inexpensive to produce. Pictures may be 
projected in full color before group meet- 
ings with the View-Master non-stereo 
Projector. See for yourself. 


(Glos 


Glerecsccpre 
SELLING PICTURES 


HIS COUPON 
MAIL T a COMPLETE 


N 
\FORMATIO 
NO OBLIGATION INVOLVED 








SAWYER’S INC., Commercial Sales Dept. 


Portland 7, Oregon, U.S.A. 


Without obligation, please furnish me with complete information about View- 


Master three dimension selling pictures for commercial use. 


Company Name_ 





Address__ 
City. 


a 





___Zone___State 


_Position___ 








g CAMERA EYE 


Product Development Program at 

| DeVry Corporation Shows Results 
@ That a realistic program of 
product development pays off 
when industry sales trends are 
down, is being conclusively proved 
by DeVry Corporation, Chicago 
manufacturer of motion picture 
equipment. According to a com- 
pany statement received this 
month, DeVry l6mm and 35mm 
sound projector sales currently are 
the highest in the company’s 36- 
vear history, whereas in many 
phases of the photographic indus- 
try sales are reported 10 to 15%, 
below those of 1948. 

PROGRAM BEGAN IN 1943 
Credit for DeVry’s reversal 
the industry sales trend is given 
by W. C. DeVry, company presi- 
dent, to a product development 
program started in 1943. This 
program's goal was a 35mm the- 
atre projector that would meet the 
requirements of an increasing ex- 
port market and at the same time 
give the rapidly expanding do- 
drive-in theatre business 
the type of equipment best suited 

for its projection conditions. 
In the 16mm field, DeVry also 
sought to give 


mestic 


classroom, field 
sales representative and the fast- 
growing television industry a light, 
low-priced, single-case unit readily 
adaptable to both sound and silent 
film projection, easy to set up and 
operate as well as affording maxi- 
mum protection to valuable films. 
Fits A NEED 

For business, industry, travelling 
road shows, remote export areas, 
and government agencies, DeVry's 
development division found need 
for a deluxe 16mm _ projector ca- 
pable of theatre-quality projection 
and sound. This it furnished in a 
dual case “super-16” that combines 
portability with picture brilliance 
and fidelity of sound. 

In step with its product devel- 
opment program, DeVry material- 
ly expanded its plant and produc- 
tion facilities in the past three 
years and effected a completely 


“Super 16” 


new sales and distribution set-up. 

The result of this combined 
product, market and personal de- 
velopment program, DeVry’s pres- 
ident points out, is a current back- 
log of approximately $2,500,000 
worth of 35mm and 16mm motion 
picture sound equipment business, 
for schools, churches, large indus 
trial firms, television and its re 
lated activities, theatres, export 
and government agencies. 


Srcrerary or Acricutture Charles F. 
Brannan (left) bestows honor award on 
Chester A. Lindstrom, Dept. film chief. 


Agriculture Dept. Film Chief 
Receives Superior Service Award 
@ Chief of the U. S. Department 
of Agriculture’s Motion Picture 
Service, Curster A. LinpstroM, 
was presented with the Superior 
Service Award by Secretary of 
Agriculture CHARLES F. BRANNAN 
at the annual Department of Agri- 
culture Honor Awards Ceremony. 

Mr. Lindstrom received the 
honor “for making a significant 
contribution to American agricul- 
ture through his part in the de- 
velopment of the agricultural 
motion picture as an information- 
al and educational medium.” 

For 35 years he has been with 
the Department of Agriculture 
and has been Chief of Motion 
Picture Service for five years. 


R. G. Wolff Opens Chicago Office 
@ Due to increased film traffic in 
the middle west, the RAPHAEL G. 
WoLtFF studios of Hollywood have 
added a Chicago sales office to 
their setup. Heading this division 
will be JoHN W. Carnrick, well 
known in the industrial film field. 

Examples of Wolff productions 
and tele-spots will be available at 
the Chicago office, 230 N. Michi- 
gan Boulevard. 


East Ohio Gas Co.'s “Our Silent 
Partner" Will Soon Show Abroad 
@ High level recognition for the 
East Ohio Gas Co.'s film Our 
Silent Partner came recently when 
the US Department of State re- 
quested that fifteen prints be fur- 
nished for use abroad. 

Earlier appreciation, in the 
form of an Oscar, came during 
the 1949 Cleveland Film Festival 
when it was judged top film in the 
public relations category. 

Film was produced by Robert 
Yarnell Ritchie Productions of 
New York City. Ketchum, Mac- 
Leod and Grove, East Ohio’s 
agency, helped in planning. 
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“aii @ “.. By Their Works” 
Io y Their 


merican industry. Is it an impersonal machine ...a throbbing 
giant, dedicated solely to profit and filling warehouses? Or is it 


a way of life... made up of lathe operators and sales executives 












... Stenographers and research scientists...happiness, freedom and 
progress? To the men and women of General Electric, American 
industry means the fulfillment of this better way of life. We are 
proud to have captured their spirit of progress and pride in 


achievement in the motion picture‘... By Their Works”. 


“TphaLl & Voy 


STUDIOS © HOLLYWOOD 28 CALIFORNIA 














Industry Sponsored Slidefilms 

Offer Wide Interest Range 
@ Newest slide films produced 
by Francisco Fitms for in- 
dustrial sponsors have a wide 
range of subject matter. Lat- 
est issued is a 66-frame all- 
Ke) K 7 be color classroom teaching aid 
on the subject of hair groom- 
ing. Sponsored by the Toni 
when you buy a bulb for your projector at aaa aites da oe 
Filmstrip has already proved 
so popular that sponsor is dis- 
tributing it in England, 
France and Belgium, and is 
preparing a Spanish version 
for Pan-American countries. 
Recent sound slidefilms off 
the Francisco production lines 
are A Career With Quaker, 
indoctrination film for sales- 
men and their families; /t's 
1 Deal, an explanation of the 
Ful-O-Pep Division of Quaker 
Oats’ dealer franchise agree- 
ment; two produced for Ben- 
dix Home Appliances and 
one for the Admiral Corpora- 
tion. Titles of the last named 
three are The Harder They 
Fall, Clean Up Automatically 

and A Range of Appeal. 


Reid Ray Rings Bell 
@ Rei Ray Fito INpustrRies 
of St. Paul, Minnesota, has 


produced a color sound slide- 
~ 


* ate 4tiiledia) light ! film for Cutler-Hammer, Inc. 

Surip, titled Ring the Bell 
> 4 elas) Thaliielain’ screen brightness With Multi-Breakers, presents 
advantages of that unit in the 


* Dependable performance electrical field and for the 


home owner. 


* Constant improvement 


University of lowa Finds 
Film Chautauqua a Success 





@ Tue Universiry oF lowa 

attempted an experiment in 

F : ; vy ra popular education July 25-29, 
or bright, clear pictures on the screen, be jector makers use G-E lamps as initial a eieieieieedia Wie 
sure to ask for General Electric projection equipment. Incidentally, there’s a new look _—_ asi settee asthe 
lamps. Research is constantly at work to to most G-E Projection lamps. They've success. A pleasant revival of 
improve them... help you get more for been streamlined inside . . . for better per- | a grand old recreational and 
your money. That's one reason most pro- formance. Have you looked at one lately? | educational movement, the 


Chautauqua combined _ the 


Remember. ° . fer CUerg photographic frrpose old hoop-la with modern au- 


dio-visual instructional 


-E L M a methods. 
Film Chautauqua programs 


ran under canvas — first ten 

minutes of recorded music, 

G = N © B A L = LE C T | C then a popular lecture, then 
selected illustrative films 

pointing up the lecture, fol- 

lowed by open discussion. 

Subjects covered at Gull Point 

FOR BUSINESS FILM USERS: A COMPLETE REFERENCE LIBRARY! State Park Lodge were Con- 
1ly-growing Film Guide Library, pr od scriptions covering Sports Films, Safety Films servation and Science; Busi- 


S latilme te Trit for 
1 olaetllims, etc. Write Io! 


Edi etails on how t ness and Industry; Family 
id ‘ irce lists and de icqu pies of thes isetul Life, Health and Safety; Our 
BUSINESS SCREEN: 812 NORTH DEARBORN STREET — CHICAGO 10 \merican Heritage and 


| World Understanding. 


details 
. rm. aie 
I th wuldaes. 
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There's Nothing That Compares With 
the Entirely New DeVry “Super 16° 


Truly incomparable, this new DeVry “Super 16” sound projector sets the highest 





standards of quality in screen illumination, sound reproduction, and all-around 


projection efficiency. 


Its long life of trouble-free performance affords maximum economy to the user, 
plus the finest in sound film presentation. Check these vital points of comparison: 


LIGHT OUTPUT: by metered test the “Super 16” outperformed all competitive pro- 
jectors for most brilliant illumination by 40% to 250%. SOUND QUALITY: by 
metered test outperformed the field on truest-to-life sound. Every tone of voice, 
music or sound effects reproduced flutter-free as originally recorded. SPECIAL 
FEATURES: only DeVry gives you non-stop film performance with the exclusive 
“Auto-Magic” film positioner. First projector with magnesium alloy mounting 
plate, and other parts combining strength and lightness — projector weighs only 
37 pounds! Speaker in matching duraluminum case weighs only 15 pounds. See 
it! Hear it! Compare it — point by point! 





The 16mm sound projector with mazda illumination that approximates arc 
lamp brilliance. Eye-pleasing pictures obtained at distances up to 180 feet! 


‘ 





NEW 


She Sound Motion Pictinre 
Sicgectar of ‘a St ifelime! 


NOW EXCLUSIVELY ‘’SAPPHIRE-JEWELED” 
FOR A LIFE OF MATCHLESS PERFORMANCE 


DeVRY “SU PER 16” 


DeVRY engineering leadership has now perfected a 








~Komm sound motion picture projector that out- 


performs and out-lasts anything in the field. To the 


incomparable qualities of “Super 16” illumination 


._ brilliance and higkest-fidelity sound, DEVRY research 


s ~ 
. “has now added—for the first time anywhere in pro- 
». 


s . ti 
Sjecthon 
as 
. 
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WHY DeVRY USES 


At the vital points of film contact and 
maximum wear, the indestructible sap- 
phire jewels shown above now provide 
the “Super-16” with utmost film pro- 
tection and a lifetime of replacement- 
free performance at these points. Sap- 
phire jewels combine a hardness and 
toughness exceeding that of any man- 
made material, affording a wear- 


>» 
a sapphire-jeweletdl movement.* 
~ 










SAPPHIRE JEWELS 


resistant surface that will not burr, 


corrode, or become distorted with use. 
Harder than the hardest steel and 
dimensionally stable against age or 
temperatures, these polished sapphire 
surfaces are the greatest economy to 
prolonging life of both 
equipment and valuable sound films. 
Your best buy is a DeVry! 


the user 


*Sapphire jewels (optional at slight extra cost) are available at five major points of the “Super 16" 


mechanism: the constantly moving shuttle (left above) which advances the film; and on the four guide 


rails of the aperture plate, as shown 


Write for free 
illustrated folder 
and specifications 


Address Dept. IND 





DEVRY 


T1111 ARMITAGE AVENUE e CHICAGO 14, 





CORPORATION 


ILLINOIS 


New York: 52 Vanderbilt Ave. © Hollywood: 5121 Sunset Blvd. ¢ In Canada: contact Arrow Films, Ltd. ¢ 1115 Bay St., Toronto 
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Wlirchell Camera CORPORATION 


666 WEST HARVARD STREET+ DEPT. FW-8 + GLENDALE 4, CALIFORNIA + CABLE ADDRESS: 'MITCAMCO” 


EASTERN REPRESENTATIVE: THEODORE ALTMAN®* 521 FIFTH AVENUE «© NEW YORK CITY 17 © MURRAY HILL 2-7038 


= 85% of the motion pictures shown in theatres throughout the world are filmed with a Mitchell 





















The tremendous sales impact of sound motion 
pictures anywhere . . . in less than a minute! 
The salesman merely snaps the ‘Repeater’ open on 
the counter, plugs it in . . . and shows a full 400 foot 
ree! 16mm. sound motion picture, either in full rich 
color or in black and white. Pictures are bright, clear, 
easy-to-see, even in a normally lighted room. The 
sound reproduction is amazing lifelike. 





New Ampro One-Case 
‘Repeater’ Sound Projector 
Complete Sound Movie Theatre in One Case— 
Amplifier, 16mm. sound projector, speaker and 
projector screen, all in one easy to carry luggage 

type case. 

Big 15”x11” projection screen—Easy to clean, 
made of latex, it shows bright, clear pictures, 
even in a lighted store or office. 

Service is easy—The entire case lifts off for 
instant servicing. 

Amazingly simplified controls—Simply pull 
out power cord, open screen, turn on the switch 
...and in less than a minute your sound movie 
is on! 

Repeat showings without re-winding—The 
full 400 foot endless film magazine makes pos- 
sible one showing after another, without lost 
time due to re-threading and re-winding. 
Lightweight, yet full size—Wcighing only 36 
pounds, the “Repeater” is a top quality sound 
projector with brilliant 300 watt illumination, 
AC-DC operation, and full Underwriters’ Lab- 
oratory Approval 


~~ 
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U.S. Pat. Off. 








WITH AMPRO I6mm 
SOUND PROJECTORS 








THE AMERICAN TOBACCO COMPANY 


uses hundreds of Salesman’s Repeater 16mm. 
Sound Projectors to tell the dramatic 


“Story of Lucky Strike” 


Millions of smokers and cigarette dealers have been 
entertained and sold the “tL. S. / M. F. T. idea’’ as 
presented in the dramatic sound motion picture, ‘‘The 
Story of Lucky Strike.” Lucky Strike salesmen have 
carried a sound movie theatre right to the counters of 
tobacco stores all over the country. 


This unique type of one-case Repeater sound movie 
projector has been proven by The American Tobacco 
Company to be an outstanding success in presenting 
their “Story of Lucky Strike” for many years. In fact, 
they have used it as an integral part of their nation- 
wide sales program since 1940, 


Ampro Sound Projectors have become STANDARD BUSINESS 


TOOLS in thousands of progressive industrial concerns! 


More and more industrial leaders are realizing 
the tremendously effective impact of 16mm. 
sound motion pictures. Sound movies are 
being used with dramatic results in sales, 
employee training, product demonstration 
and public relations. Every day new com- 
panies are adding their names to the growing 
list of those already making Ampro sound 
projectors pay big business dividends. The 
superb “professional quality” picture and 
sound reproduction, the extra measure of film 


A General Precision Equipment Corporation Subsidiary 


Da es ccs ae cet ae eee ens ED aD GD GED GND eam em aD 


protection and serviceability—the skill ac- 
quired in 20 years of building premium qual- 
ity projection equipment . . . all these things 
have made Ampro America’s preferred 16mm. 
industrial sound projector. 


WRITE TODAY FOR FREE CIRCULAR 


giving specifications, prices and full details on this re- 
markable industrial selling tool, the Ampro “Repeater” 
One case sound projector. Ask also for the new free booklet, 
“A Powerful Aid to Industry.” It shows how you can make 
effective use of 16mm. sound films in your business. 









AMPRO CORPORATION 

2839 N. Western Ave., Chicago, Ill. 

Please send me full details and prices on the Ampro 
“Repeater.” Send me also the free booklet, “A Powerful 
Aid to Industry.” 


Name 


City State . 
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| 

Address | 
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SERVICES 
IN SOUND 


Motion Pictures 


Newsreels 

Television 

Phonograph Recordings 
Radio Transcriptions 
Band Stages 

Shooting Stages 
Trailers 

Recording and 


Sound Laboratories 


REEVES: 


REEVES: 


REEVES: 


Movies, Radio and TV shows. 


spot toa feature production. 


eT” 


ound Specialists 


That’s why hundreds of producers 
use Reeves facilities. 


Five floors devoted to recording sound, and the production of 


Completely equipped and manned by a staff of ‘‘sound 
I y equip} ) 


*, geared for sound recording from a one minute 


Where a Producer can work with confidence. Remember, 


Reeves is not a competitive producer but a PARTNER. 


REEVES SOUND STUDIOS, INC. 


304 EAST 44th STREET - 


NEW YORK 17, N. Y. + OREGON 9-3550 





RCA Licensee 





The Largest Sound Service Organisation in the World. 


Western Electric Licensee 
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“One for the money 


The biggest value in the field. $99$50 


two for the show 


Theatre quality image . . . finer tone—the only 
8” p.m. speaker at the price. 


hree to get ready 


Ready fo operate in a flash— 
because it’s easier to thread and focus) 


four to go. 


Travels with you handily in light 
weight single case unit .. . built to 
withstand jars and jolts... 

plays anywhere on A.C. or D.C. 
without convertors. Underwriters’ 
Laboratory approved. 


NATCO, 4401 W. North Avenue 
Chicago 39, Illinois 
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WORLD’S FINEST 
SOUND PROJECTOR 
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Automatic 
Sound 
Slide Film 
in 10 minutes 











0 0 


goga039 


) 
0 


Q 








Quuagadd0 


All sound slidefilm programs 

can be converted for auto— 
matic projection in the time 
it takes to play the record. 





You can convert any 
sound slidefilm simply 
and economically with 
the EXPLAINETTE Film 
Synchronization Punch. 


It is simply a matter 
of punching a series 
of holes in a piece of 
black leader stock and 
then immediately play- 
ing your sound slide- 
film automatically. 


Write for illus- 
trated bulletin 
"Show Them Automat— 
ically". Address 
request to: 


VISUAL AIDS DIVISION 


OPERADIO MANUFACTURING CO. 


St. Charles, Illinois 
BS 89 





SOUND RECORDING 


at a reasonable cost 


TRENDS 


THE GROWING CHURCH FIELD 


NE director of visual aids for 

a large church group recent- 
ly said that although he had 
urged local congregations to buy 
projectors and use them for show- 
ing not only denominational films 
but other religious subjects, he 
was not completely happy about 
the results. Churches of his faith 
had responded beyond all expec- 
tations, most of them now own 
projectors and the number is 
growing by leaps and bounds. 

‘The trouble is,” he said, “that 
they use the infernal machines all 
the time—show pictures on every- 
thing from soap to steel and get 
a big kick out of it—but when we 
put one of our own films out now 
it isn’t anything special to have a 
movie in the church and I don't 
think we get quite as enthusiastic 
a response as we used to. Church 
members used to go all out for a 
new film, but now I feel that oun 
movie is just ‘another picture’ 
sometimes. I really wish we could 
arrange to restrict the projector 
use for our own pictures,” he said, 
with a sad expression. 

The director was really speak- 
ing with his tongue in his cheek, 
for his own excellent films are 
really a sure guarantee of enthu- 
siastic response from almost any 
audience. His remarks are indica- 
tive, however, of two important 
conclusions (1) that church 
groups are rapidly becoming 
equipped with 16mm sound pro- 
jectors and that free industrial 
films are finding great favor with 
church audiences; and (2), that 
church films, faced with active 
competition for audience atten 








Have YOU S@@N pages 42-43 of 


Burke & James’ new photograph- 


OPTICAL 


tion—even under church auspices 

-must now provide pictures of 
high quality. Good intent in re- 
ligious pictures is—unfortunately, 
in a way—not enough. 

Many of the church groups are 
meeting this challenge now, and 
indications are that more will do 
so in the near future. The Catho- 
lics and the Episcopalians have 
expressed great regard for audio- 
visual methods, and the Luther- 
ans have been exceptionally keen 
on providing their audiences with 
fine Lutheran films. 

Rarely a month goes by now 
without a noteworthy new church 
film, and this month is no excep- 
tion. The boards of the Congre- 
gational Christian, Evangelical 
and Reformed churches (three or 
more amalgamations and the Con- 
gregationals will sound like a 
multi-partnered advertising agen- 
cy) have just released the Kyoto 
Story, a Kodachrome film on mis- 
sion work in Japan. 

Kyoto Story tells of a soldier in 
Japan meeting a missionary and 
inquiring about mission work. A 
review of the typical missionary 
activity does not overly inspire the 
soldier. It is only when he sees 
the missionary serving unselfishly 
even the least ones, trying to show 
all men God's real concern and 
love, that he becomes convinced 
of the great importance of the 
missionary enterprise. 

Kyoto Story was planned, pho- 
tographed and directed by Charles 
Schwep and William James, on 
location in Japan, during the past 
fall and winter. Script, editing and 
finishing were handled by Alan 
Shilin. House Jameson speaks for 
the missionary, while Jimmy Dob- 
son supplies the soldier's voice. 
Kyoto Story ought to prove useful 
to any group in the church seek- 


(CONTINUED ON PAGE EIGHTEEN) 


TEACHERS 
LECTURERS 
DEMONSTRATORS 


No more wooden stick 
pointers! Use the Optical 


High fidelity 16 or 35. Quality guaranteed. i} ic catalog? Every movie-maker 


Complete studio and laboratory services. 


Pointer from anywhere in 
p 1) * | a R room! 
POSTAGE 


PROJECTS BRIGHT PREPAID 


should have a copy! Write for 


Color printing and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, INC. 


7315 Carnegie Ave., Cleveland 3, Ohio 
Phone: Endicott 2707 


RROWHEAD 

yours today—free! A 

Bright arrowhead clearly points 

out subject matter on screen! 

Bright light! Light weight! Fits 

your hand! Send check or money 

order today! PATENT 

DEALERS WANTED APPLIED FOR 


PENBERTHY INSTRUMENT COMPANY 
Dept. 16, Spokane, 12, Washington 











BURKE & JAMES, INC. 


321 S. Wabash ° 





Chicago 4 
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We specialize in developing good film ideas that solve problems. 


Of course, if you have no problems..... 


YOU'RE LOOKING AT A FILM .... 
from the business side of the cellu- 
loid. Things look a lot different from 
this point of view: To the conscien- 
tious producer of commercial films 
— and especially to his client — the 
only successful film is one that 
solves a specific business problem. 

Because we understand that the 
finest production dramatically, tech- 
nically or story line-wise, is a flop 
unless it solves the client’s problem, 
our philosophy and technique of 
filmaking starts from the premise 
thet every successful business film 
must do a specific job. The day may 





OUR GOOD FILMS HAVE SOLVED PROBLEMS FOR: Ansco - 
Myers Co. + BurLINcToN Mitts, Inc. * CaLuinc ALL Girts Macazine * C. B.S. Tecevision * THe Cincinnati Mitiinc Macuine Co. * 
InsuLaTion Co., Inc. * THE Gruen Watcu Co. + Ricnarp Hupnut Company * 
SMITH, INC. * MAHONEY-Troast ConstrucTION Co. * MopERN PAcKaGING MAGAZINE * 
Pyrene Mrc. Company, Inc. « Rew’s Ice Cream + Society or Piastics Inpustrigs + SpauLpinc Bakeries * Sun On. Company + WesTINGHOUSE 
Etectric Company * THe Univis Lens Co. + YALE UNIVERSITY 
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come when businessmen will buy 
films that merely entertain or self- 
glorify — until it does, we'll con- 
tinue to make films that solve busi- 
ness problems. 

For more than a decade, Films 
for Industry has been solving im- 
portant problems for its clients. 
Perhaps that is why it has grown 
to be one of America’s most impor- 
tant producers of business films... 
with one of the largest, self-sufficient 
studios in the industry ... and many 
of the country’s largest business in- 
stitutions among its clients. 


If you have a problem in your 
business, why not tell us about it? 
We'll show you some of our films 
(which will give you an idea of our 
scope, of our technical perfection 
which is recognized throughout the 
industry) but they, after all, are 
solutions to the other fellow’s prob- 


lem. Then .... we'll come up with 
a complete plan for solving YOUR 
problem ... . story line, sketches, 


shooting script, budget, etc. There 
will be absolutely no obligation of 
any kind. 

We have that much confidence in 
films that solve problems. 


FILMS FOR INDUSTRY, INC. 


NEW YORK—135 WEST 52nd STREET @ PLAZA 3-2800 


Wituiam L. Barrett Co., Inc. * Boonton Moipinc Company * BrisTOL- 


FORMICA 


Hucues Brusu Division, JoHNSON & JoHNSON * MacGrecor-GoLp- 
PHILADELPHIA TEXTILE FinisHers Co. Proctor « GAMBLE °* 


17 





For lémm. Film — 400 to 2000 Reels 
Protect your films 
Ship in FIBERBILT CASES 


Sold at leading dealers 


Only original 
Fiberbilt Cases 
bear this 


SHIPPING MARK 
TRADE CASE 











FILM GUIDE LIBRARY 
Write Business SCREEN for a com- 
Film 


listings of 


plete list of the 
Guide 


growing 
Library source 


films now available at low cost. 
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ing actual reports of mission work 
progress. 

Kyoto Story is the fourth in a 
series of new Congregational films. 


Previous pictures have been We 


Would Be Building, Letter From 
China, and Color of a Man. All 
these subjects are distributed by 
the Department of Visual Aids, 
287 Fourth Avenue, New York, at 
nominal rentals, and with special 
reduced rates for Congregational 
Christian Churches. Three other 
Congregational film depositories 
also handle these films. 

The Congregational Visual Aids 
Department, in its present state, 
was organized four years ago in 
New York from the nucleus of a 
former department in Boston 
had distributed religious 
slides. The Rev. Alexander B. 
Ferguson heads up the depart- 
ment and operates the audio-visual 
program on an only partly self- 
supporting basis. Funds from the 
sale and rental of prints are added 
to a budget allotted by the church 


which 


board to carry on the work. 
Mr. Ferguson, and the Congre- 
gational Christian Visual Aids De- 


partment are also very active in 
the Protestant Film Commission 
which has produced such excel- 
lent films as My Name Is Han. 
Congregational films, as is the 
case in most other Protestant 
church pictures, are almost non- 
denominational. This is done pur- 
posely to avoid limiting the use- 
fulness of a good film. Practically 
all Protestant motion pictures can 
be used without prejudice in any 
Protestant church—or indeed, be- 
fore any public group without fear 
of being accused of proselityzing 
for one denomination. The Con- 
gregational Visual Aids Depart- 
ment distributes the Lutherans’ 
Answer for Anne, for instance, and 
many other church 
Congregational films. 
Mr. Ferguson, who is not, inci- 
dentally, the church film director 
quoted earlier in this piece, has 
recently taken a survey of all 
Congregational churches to deter- 
mine the current status of projec- 
tor ownership, use of films, audi- 
ence likes and dislikes, etc., and 
this material is now being com- 
piled. A rough check of the thou- 
sands of responses, however, shows 
a great many more church owned 
projectors than had _ been 
mated by interested parties. 


gre Ups use 


esti- 


SMPE Will Meet in Hollywood 

@ Hold October 10-14 on your 
calendar for the 66th semi-annual 
convention of the Society of Mo- 
tion Picture Engineers—this time 
to be held in Hollywood. 

You might also remember that 
West Coast travel is heavy in that 
month—and train reservations few 
and far between. So if you're 
planning on attending, make your 
reservations early. 


Four National Organizations Join 
Film Council of America Groups 
@ The Film Council of America 
has recently announced the asso- 
ciate memberships of four nation- 
al organizations. These are the 
Cooperative League of America, 
Girl Scouts of America, Lions In- 
ternational, and the National Con- 
ference of Christians and Jews. 

These organizations represent 
an aggregate membership of three 
and one-half million people. All 
use audio-visual materials in their 
programs. Besides these, the Com- 
munity Chests and Councils of 
America, acting as a coordinating 
body for about 1,000 local coun- 
cils, has also accepted an associate 
membership. 

The local film councils now di- 
rectly afhliated with the parent 
body exceed 125 in the U. S. 














A PROVEN training 


medium for 


e SALESMEN 
e EMPLOYEES 
e SAFETY 
e SERVICING 








e SYSTEMS 








Present Your Training Program 
VISUALLY 
FACTUALLY 
CONVINCINGLY 


Since 1913 


ATLAS FILM CORPORATION 


Producer 


MOTION PICTURES::-SLIDEFILMS+:++TV COMMERCIALS 


1111 SOUTH BOULEVARD * AU 7-8620 . OAK PARK, ILLINOIS 


DRAMATICALLY 
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This sensational new record 
cuts costs up to 427 









10” SIZE-13 minutes 
(2"Sut. 20 NTE Pen Se 






More Program time per 12° Disc than on present 16” Record! 


COLUMBIA 


(Lp) Long Playing Microgroove 
TRANSCRIPTIONS 








Before you start any slide film project—see and hear 
this great new LP record. Call, Wire, or Write 


Colambec Thanacciptions 


A DIVISION OF COLUMBIA RECORDS @j 
jumbio” and @{ Reg. U. S. Pat. Off. Marcas Registradas (1p) Trade Mark 
New York: 799 Seventh Ave., Circle 5-7300 
Los Angeles: 8723 Alden Drive, BRadshaw 2-5411 
Chicago: Wrigley Building, 410 North Michigan Ave., Whitehall 6000 
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We take pleasu ye in announcing 


the appointment of 


PHILLIPS BROOKS NICHOLS 


as 


Sales Manager 
of 


AUDIO PRODUCTIONS, INC. 


Producers of eMotion Pictures 


for Industry, Education and Television 


Send for “cA Jew Facts About Audio” 


AUDIO PRODUCTIONS, INC. 
630 NINTH AVENUE e FILM CENTER BUILDING e NEW YORK,N.Y 
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An Employee Film Program That Gets Results 


ILLINOIS CENTRAL FILM SHOWINGS IMPROVE SAFETY RECORD, INCREASE WELFARE CONTRIBUTIONS 


OU'VE ALL HEARD the old adage, 
“The proof of the pudding is in the 
eating” . and it’s true. For substan- 
tiation you have only to look to the film pro 
gram and planning work of the Illinois Cen 
tral Railroad. 
heirs is a tight and specific scheduling of 
films, worked out with foresight and with 
definite ends in mind. Only safety and em- 
ployee training films are regularly shown; 
executive of the railroad’s audio-visual depart 
ment work hand in hand with crew foremen, 
prove to them that films will help their men 
do a better job, and so enlist full cooperation 
all down the line. 


RAILROAD Has AN ENVIABLE SAFETY RECORD 


Result—the Illinois Central was the safest 
railroad in the country during the six month 
period ending June Ist, and has been accident 
free for as long as forty days at a time. When 
you take into account the mechanical intrica- 
cies of modern railroading, and the amount of 
equipment in use, that’s some record. 

Films used by the IC in its shop and crew 
training programs include explanations on 
how to avoid muscle strain, safety in the shop, 
specific training films such as a series on rules 
for grinding and special purpose films on 
company policy. All films used in the pro- 
grams are shown on company time. 


THest Firms Hoitp Reau Emptoyee INTERES1 


Films like these really capture worker in- 
terest—they show how and why a job should 
be done. And the lesson is not wasted. IC's 
safety record proves that. 

Its Audio-Visual department is not content 
to rest on the laurels of the safety record it 
has helped to make. There have been othe1 
problems too. 

Latest audio-visual development in_ this 
railroad’s bag of training tricks is a successful 
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technique for the rear projection of motion 
pictures under daylight conditions. A portable 
standard projector 2nd a translucent screen 
set-up provide office and operating employees 
with on-the-job showings of sound films. 


FRONT-SURFACE MIRROR REVERSES PICTURE 


Illinois Central's Library of Audio-Visual 
Aids, under J. IT. Hawkinson, achieved this 
by taking a Bell and Howell 16mm _ projector 
and equipping it with a front-surface mirror 
attachment which directed and reversed the 
motion picture image thrown on a translucent 
screen so that the image was correct When 
viewed from the non-projector side. 

\ translucent screen with a dull front sur- 
face reflecting little incidental light was used. 
The best type of screen material turned out 
to be one made from a type of draftsman’s 
tracing paper. 

In projecting its films, the railroad found 
that it was necessary to turn out lights in 
back of the screen, but the brilliance of the 


Workers Like Fitms: this audience at the 
National Supply Company plant demonstrate 
sound films appeal and interest. (Story on 


Page 24 following.) 





screen image was undisturbed by light falling 
on it from the audience side. 


Cuts CoMpPpANy Loss OF EMPLOYEE TIME 


Best point about this technique is that it 
allows small, informal showings to be set up 
without extensive preliminary arrangements. 
Special projection rooms are not required, and 
employees need not be called away from their 
work until the projection equipment is ready 
for the showing. This permits projection with 
a minimum loss of employee time and without 
employees having to leave their offices for 
other quarters. 

Illinois Central has long been sold on the 
use of the motion picture as a training aid, 
and the reason for the confidence was illustrat- 
ed graphically this year. The American Red 
Cross, at 82 departmental meetings, presented 
its film Will You Be There? to IC employees. 


CONTRIBUTIONS CONVINCE ILLINOIS CENTRAI 


In spite of a decrease in the potential num- 
ber of contributors over previous years when 
no film was used, the total amount contributed 
was considerably greater. In addition a larger 
number of employees contributed, and the 
average amount given by each employee was 
larger. 

Showings of Community Fund motion pic 
tures at similar employee meetings had exactly 
the same results, proving that the promotion- 
al power of a fund-drive picture was no lucky 
happenstance. 

Since the ultimate justification for any op 
eration in industry revolves around the eco- 
nomic qualifications, the appeal of the motion 
picture has certainly proved itself for Illinois 
Central. 

Other projection techniques are used where 
conditions do not call for IC’s rear-projection 
A standard glass-beaded screen en 
cased in a shadow box is used in certain shop 


screen. 


(CONTINUED ON THE FOLLOWING PAGE) 
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IC Films Get Results: 


CONTINUTCED FROM THI PRECEDING PAGE 


lard projyecuo! techniques 


locations, and stanc 
are emploved when motion pictures are 
screened in a passenger coact 1 dining car 

However, the simplicity of operation, the 
brilliance of quality, and the economi aspects 
of this rear proyection method indicate that 
the Illinois Central will be usin: more and 
more the future. Othe i es might 
find it the right track, too 

But whatever the equipment in use, the film 
itself is the reason for success or failure. And 
Ilinois Central has proved, to itself, to its 


' 
emplovees, and to charitable Ofganizations 


hat an efthcient film program is an effective 


to an end 


Mobile Film Showings to Reach 


Seaboard Airline Railroad Workers 


— Quick to see and ippreciate u results of 
in emplovee film training program, another 
weanization has en ed its visual-aid pro 
vram to include us circuits 

Already noted for u enectn with 
which thev use training technique } Sea 
yoard Airlines Railroad is now bri ng the 
worker 


to both 


yicture to the worker instead of the 
o the picture Result is satisfacton 
nanagement and workers alike Employees 
appreciate the picture quality tl WwW s\stem 
permits, and management sees the advantage 
in the time saved because of lack of necessity 
for workers to travel ind assen ble at a central 
proyection Sil¢ 

Key to the project are eight mobile truck 
theatres, which cover every foot of track in the 
railroad’s lines Ampro Premier-20) lo6mm 
sound projectors provide the picture, which ts 
is easily visible in the railvard (s picture) 
ss in an auditorium 

This method of bringing salety, education 
and job training films to workers as their work 
spots is gradually growing in acceptance 
among those industries which have highly de 
centralized operations The problem is to 
serve the vreatest number of job sites at the 


least expense, and Seaboard has found one 


solution 


SEABOARD'S MOBILE FILM UNIT brings films to 
workers along the Eastern railroad’s right of 
vay. Pictures are easily visible with standard 


Improsound lomm equipment u hich is used. 
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ACH TUESDAY THROUGHOUT the 
year is “Movie Day” at the big Mars 
candy plant on Chicago’s west side. 

Originated by their Employee Relations de- 
partment, this policy of furnishing entertain- 
ment through film showings has an interesting 
history. 

About three years ago, the management of 
Mars, Incorporated decided to use a small 
l6mm = projector to show movies at safety 
meetings, foremen’s discussion conferences, 
and sales meetings. Shortly after that, a repre- 
sentative of the United States Treasury De- 
partment called regarding a film, America, the 
Beautiful, and suggested it be shown to small 
groups of employees. After considering the 
possible locations for the showings, it was 
decided to place a screen in a corner of the 
large cafeteria and present the picture to all 
employees who congregated there for lunch 
and rest periods. ‘This film, describing the free 
enterprise system and highlighting the natural 
beauties of America, was so enthusiastically 
received by the employees that a policy of 
presenting movies once weekly for all three 
shifts was decided upon. 


Every [Turspay Is “Movie Day” at Mars 


All employees are entitled to a fifteen min- 
ute rest period before and after lunch, and 
a thirty-minute lunch period, so it was thought 
best to show a one-reel sports film during the 
first rest period, and a twenty to twenty-five 
minute travelogue, or sponsored film, during 
the lunch period. ‘The second rest period is 
pepped up with a one-reel comedy, cartoon, 
or musical film. Rest periods and lunch pc 
riods are staggered throughout the day so each 
of these pictures is shown over and over until 
all employees have had an opportunity to 
see the productions. 

secause the majority of films used are avail 
able in the Chicago area, it was decided to 
have one of the Mars trucks pick up the film 
on Monday and return them on Wednesday 
of each week 
“Movie Day”. 


The management at Mars, in striving to 


thus establishing ‘Tuesday as 


present a well balanced movie program, make 
use of a large library of film source catalogues, 
and endeavor to sustain the interest of the 


EFFICIENT ARC PROJECTION equipment, and a screen hung high enough 


to be visible to all make the Mars cafeteria an excellent film theatre. 




















The facade of the Mars candy factory in Chicago resembles that of a country club.° 


Workers Like 


Movies at Mars 


PLANT CAFETERIA BECOMES A FILM THEATRE EVERY TUESDAY 


employees by showing entertainment and edu- 
cational films, and occasionally screening safe- 
ty, health or inspirational pictures, 


EMPLOYEE RELATIONS PROGRAM PLus! 


In February of this year, a 16mm arc carbon 
projector and a 9x 12-foot wall screen were 
purchased to improve the quality of the pro 
jection, and to permit a larger number of peo- 
ple to see the screen from any point in the 
cafeteria. A professional job is being done in 
presenting these movies, and it looks like this 
program will be in effect for many years to 
come. 

In addition to rest periods and motion pic 
tures, Mars Employee Relations program in 
cludes an annual picnic for the families and 
friends of employees. The events are designed 
to include something for all members of the 
family, regardless of age. Here, too, the medi 
um of movies is used. Eight or ten cartoons 


are presented for the kiddies’ entertainment 
in the afternoon. There is also a yearly goll 
tournament, an annual Easter Egg hunt for 
the children of Mars employees, and a Spring 
dance, which is held at one of the large down 
town hotels. Recently, a gun club, with skeet 
and trap shooting ranges, was purchased fon 
the Sportsmen’s Club, with a clubhouse on the 
grounds. Interesting sports films are shown at 
the monthly meetings. 


Canby Facrory Looks Like Country CLuB 


These things have had a great deal to do 
with Mars’ success in the candy bar business. 
The plant and grounds are also a strong link 
in the chain. The building is a California type 
of architecture which could easily be mistaken 
for a large country club, night club, or any 
thing but a candy factory. Beautiful creeping 
bent lawns lead up to the well landscaped 
(CONTINUED ON THE FOLLOWING PAGE) 


Mars workers make attentive audiences; eagerly look forward to each 


Tuesday, which company’s management has designated as “Movie Day.” 











(CONTINUED FROM THI PRECEDING PAGE) 


building itself. 
the foyer of a large theatre, 


The general office resembles 
or the lobby of an 
attractive California-type hotel. Sound is 
muted, the floors are thickly carpeted, and 
there is plenty of illumination trom the in- 
direct lighting. 

The man who built such an unusual place 
business in 


Mars really 


who started the 
Frank C. 


started from scratch by vending from house 


is the same one 
1920 in Minneapolis. 


the candy 
kitchen. 
to such 


from store to store, 
which his wife, Ethel, made 

By 1928, the had grown 
huge proportions that it was moved into its 


to house, and 
in her 


business 


new and unusual building on Chicago's west 
side. Along with the move went most of Frank 
Mars’ employees, many of whom are now in 
top management jobs with the company. 


DIVERSIFIED PROGRAM MAINTAINS INTEREST 


One of the 


learned is that it is best to have 


things this management has 
a well diversi 
fied program, in order to maintain interest in 
employee film showings. Free films sponsored 
by other industries, showing how their prod 
ucts are made, have probably received the best 
Modern ~ Talking 


with their hundred-odd sponsored films has 


response. Picture Service, 
in order to eliminate 
the possibility of duplication, an index is kept 


of all films shown. 


been an excellent source. 


In this index is noted the 
name, type, source and running time of each 
picture, and whether it is black and white, o1 
in color. 


The 


demonstrated by the many anxious inquiries 


immense employee interest has been 
when, for various reasons, it has been necessary 
other than 


Tuesday. Mars, Incorporated, with three years 


to change “Movie Day” to a day 
of experience have definitely proven that an 
industrial movie program is part of a sound 
Employee Relations policy. 

With due regard for its employee's personal 
likes and dislikes, Mars has demonstrated the 


interest power ol plant movies. 





Above: This efficient lomm are projector 


is a basic factor in Mars plant showings. 








Sound films deliver a safety message to these interested National Supply workers. 


National Supply Company Brings Safety 
Films To Its Workers At Their Jobs 
*® An effective method of promoting safety 
by use of motion pictures is being practised at 
the Ambridge, Pennsylvania, plant of The 

National Supply Co. 

Projection equipment is set up, and pi 
tures shown to worker groups in the particulan 
area of the plant where they work 
company time. In the 


and on 
and a half this 
program has been in operation accidents have 
dropped, and a good part of the reduction can 
be attributed directly to the film program. 
Most of the National Safety 
Council and similar sources, run about fifteen 


year 


fiims, from 
minutes. A regular 16mm sound projector is 
used, but mill noises require the addition of 
an outdoor type of directional speaker. To 
keep constant audio and picture brilliance in 
some locations a voltage regulator is necessary. 
No difhiculties have arisen with screen design, 
however, without a 
hood or shadow box has been found adequate. 

Reason behind the 
work areas, rather 


and a six-foot surface 
films in 
than at a central location, 
was the belief that projection where employees 
work makes feel home and 
more receptive to suggestions embodied in the 
safety films shown. 


showing of 


them more at 


Illinois Bell Company Surveys Employee 
Reaction, Preferences In Film Program 


* Here is intelligent film program planning 


conclusions drawn from recent surveys con- 
ducted among employees will govern the 
framework of future Illinois Bell Company 
film showings. In this way the company hopes 
to produce the most satisfactory presentations. 

First step in this planning was an analysis 
made during the noon hour movie program 
series conducted this spring for Bell Company 
employees in its Chicago central area offices. 


Showings were held between 11:30 AM and 


1:30 PM—which meant that employees had to 
give up a part of their lunch period to attend 
a show. Not only that, but showings were 
held in a building a block distant from most 
offices. Yet average audiences ran to 517, with 
one group clocked at 757. 


LARGE Majority FAvors FitmM SHOWINGS 


During the fourteen-week period compris- 
ing the series, employees were interviewed and 
asked how they felt about the programs. This 
was the primary interview. Of those checked, 
67% of the men and 44% of the women had 
attended showings. 86% of the men (with 
and 89% of the 
women (with 9% holding no opinion) com- 
mented favorably on the project. 


8% holding no opinion) 


Some of the comments were illuminating. 
\n occasional complaint was registered on 
the subject of 16mm quality. Many liked the 
variety of subject matter shown from program 
to program. Only conclusion which could be 
drawn from this survey of opinion was that 
the average Bell employee enjoyed the film 
programs and would attend them even if it 
was inconvenient to do so. 

Since an apparent justification for the film 
series, in terms of employee attitude, existed, 
next step was to analyze the content of the 
films in terms of preference rating. 


“FREE ENTERPRISE” FitmM First CHOICE 


At one of the last of the film showings in 
the series, employes were polled as to their 
rating of films they had seen. For purposes of 
analysis the audiences were broken into three 
categories — men, women and mixed groups. 
Then the votes were totaled. 

Goodyear Tire and Rubber Co.'s A Letter 
From America took the top place in each 
worker group. When you consider that this 
was not a color production, and that it had 
been shown early in the series (which knocks 
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out the possibility of immediate retentivity) , 
its selection as top choice might seem sur- 
prising. 

The significance of this choice lies in the 
film itself. Produced by Wilding (and _ re- 
viewed in Number 8, Volume 9 of Business 
ScREEN) A Letter is the life story of an Amer 
ican worker, born under tyranny of an Old 
World government and blessed by the benefits 
of the land of his choice. 

Goodyear figures only incidentally in the 
story — the prime purpose for its production 
being Goodyear's belief that industry can and 
should fight to preserve this country’s prin- 
ciples of freedom. 

Favorites following Letter were Santa Fe’s 
Grand Canyon, Treasury Department's Be- 
hind the Nation and Yosemite Park’s Ski 
Thrills and Harding's Going Places. 

Four AT&T films were included in the 
schedule: Stepping Along With Television, 
Coaxial Cable, A Million Times A Day and 
Before Your Telephone Rings. 

Travel fans were pleased with Santa Fe’s 
Summertime in Yosemite, the Holland Bulb 
Holland Blooms Again and the 
Northwestern Railroad’s Song of The Pioneer. 
These last two were obtained from Modern 


Growers’ 


Talking Picture Service, national distributors; 
others came directly from sponsor concerned. 

Illinois Bell Company had a twofold pur- 
pose in originating the film series — to create 
that pause that refreshes, and to have an op- 
portunity to present company productions. 
With surveys such as these, they now have 
practical insight into the problems involved, 


and at least a good guess what to do next. 


Programs of Free Films Available 
*® One of the most useful services now avail- 
able to American business and industry is now 
being provided through the 26 regional film 
libraries of Modern Talking Picture Service, 
Inc. These distributors of free sponsored 
sound films are offering selections of mor« 
than 100 films through two plans: one is 
called “The Film of the Month” and the other 
provides “A Program Service for Weekly Em 
ployee Showings.” 

Write Modern’s headquarters at 9 Rocke- 


feller Plaza, New York City, for complete de- 


tails of these free film services. 





THE FILM 
OF THE 
MONTH 


A Free 
Program 
Service 









MODERN TALKING 
SERVICE. Inc 











Here's How It Works at Kewaunee 


COMPANY PRESIDENT CITES SUCCESS OF TWO-YEAR PROGRAM 
OF PLANT SHOWINGS AND GIVES DETAILS ON HOW TO DO IT 


by C. G. Campbell, President, Kewaunee Manufacturing Company’ 


OTION PICTURES PROVIDE a 
popular and enlightening medium 
of contact through audience appeal 

and emotional impact most easily understood 
and assimilated by audiences to whom thx 
are directed. When rounded out by other 
facilities at the disposal of management today, 
such as factory new spapr rs, personnel contacts, 
etc., movies leave little to be desired in the 
way of getting management's message to the 
individual employed by private enterprise. 

“The Kewaunee Manutacturing Company 
has used motion pictures for this purpose fo. 
the last two vears with what we believe to be a 
good deal of success. Reasonable first costs tor 
necessary motion picture equipment, low an 
nual maintenance costs and reasonable film 
rental all considered together make this proj 
ect very desirable from a cost standpoint. 


Fitms to SATISFY Every INTEREST 


“Our scheduled movies, as a rule, cover the 
following subjects: health and safety; broad 
employee education in other industries whose 
materials we use in the manutacturing of ow 
product. Specialized films covering specific 
skills, trades or operations encountered in our 
plant; business films acquainting employees 
with management function and problems and 
stressing the benefits received by all of us un 
der the American system of private, free ente1 
prise. Films issued by the various branches of 
the Federal Government dealing with all as 
pects of civics and the operation of the Ameri 
can Government add to our program. To add 
variety, and in order to keep up interest, the 
above types of films are supplemented with 
comics, travelogues, news-reels and sport 


films. We also feature films issued by different, 


State Governments, showing their vacation 
lands and these have been welcomed by ou 
employees in helping them plan their vaca 
tions. 


“Just sufficient light is provided while th 














Canadian Workers See Programs 
Provided by National Film Board 


@ Film audiences like the one at 
ithe right are typical of Canadian 
plants and business firms utilizing 
the facilities and films provided 
throughout the Dominion by Can 
ada’s National Film Board. This 
program, which gained its real mo 
mentum in national service during 
the war, has also served thousands 
of communities in Canada. 


* The mss. for this article was originally 
presented by Mr. Campbell at the recent 
national meeting of the Scientific Instru 
ment Manufacturers’ Association 


movies are being shown to cnable our em 
ployees to eat while watching the movies with 
out interfering radically with the projections 
of the film. This is essential in our case as out 
movies are shown’ in our cafeteria area, the 
pictures being projected over the heads of the 
peopl on a screen hung in a shadow box. Our 
experience indicates that colored movies hold 
the interest of ou employees more than do 
black and white film, and that a program 
which centers on the more informative films 
occasionally mixed with a subject of a lighter 
nature such as comics, sports or travelogues, 
is adequate to guarantee any such program 
from not becoming monotonous. 

NICKEL-NURSING CAN ENDANGER PROGRAM 

“In selecting sound equipment for a pro- 
gram such as we have been discussing, it is 
well to keep in mind that a sixteen millimeter 
projector is advantageous as compared to a 
thirty-five millimeter projector because many 
of the best types of educational films are not 
available in thirty-five millimeter width. Also, 
our experience indicates that the difference in 
cost between the best equipment available and 
the cheaper models on the market today is 
slight, but the difference in performance as 
regards sound and projection clarity is so great 
that you cannot aflord to jeopardize the suc 
cess of your program by using inferior equip 
ment. 

‘A survey of film costs over a two yea 
period indicates the following: Film rentals 
averaged $65.00 per month plus return post 
age, and parcel post insurance per month 
amounting to $13.00, making a total expendi 
ture of $78.00 a month for providing films. 
Our film service requires a film for each work 
ing day in the week or five films a week. 
This averages 22 films per month, and with 
employee attendance as mentioned above, this 
brings the cost per employee who actually sees 


(This figure 
FOLLOWING PAGE) 


the movie to 114¢ per showing. 
(CONTINUED ON THI 
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Plant Films at Kewaunee 


(CONTINUED FROM THE PRECEDING PAGE) 


does not include | hour time a day tor oper 
ator running projector; neither does it include 
depreciation of equipment) 

“The total equipment required tor a com 
installation such as we use consists ol 


plete 
the following: Bell & Howell l6mm projector; 
projector stand; Bell & Howell film splice 
Radiant Mig. Co, roll up type be aded screen: 
shadow box constructed of plywood: painted 
black to climinate light reflection; spare parts 
for projector consisting of 2 extra projection 
lamps, one extra reel and extra belt drives ton 


machine 


PHYSICAL SETUP FOR SHOWING DESCRIBED 


All of the 
standard practice 


ibove equipment totals $977.00; 
recommended seems to be 
to depreciate this equipment over a five year 


period Maintenance is so small as to be 


practically non-existent providing that instruc 


tions received with equipment are followed 


caretully 


Our set-up is as follows: I mployees watch 


pictures while seated at cafeteria tables during 


lunch hour. Shadow box is located directls 


er 


on wall at a height 52” above floor. Projector 


is located on projecting stand mentioned above 
at a distance of 35 feet from screen. At this 


distance, picture projected on screen is 75 


long x 56” high. Caleteria tables are located 
in area between projector and screen and in 
being shown Is projected 


this way pl ture 


above heads of emplovees Windows in cate 
outside 


allect 


teria area are painted tO minimise 


light entrance which would otherwis« 


clear projection of picture 


Wuuere Can INpustry Finn Fitms? 
“Many 


open to you for group showing of film. By 


sources for film procurement are 
subscribing to Business SCREEN magazine vou 
can at all times keep abreast of the latest films 
Most of these films 
$2.00 handling 
charge. For a National Directory of Visual 


being released by industry 
are available tor a 51.00 on 
Education Dealers we suggest vou secure a 


PLANT THEATRE AT CATERPILLAR TRACTOR tn 
Peoria provides a permanent facility for all 


types of employee and management program 


requirements at this concern, 





copy 


of Business SCREEN magazine, of any 


current issue. Single copy price 50¢. This will 
put you in touch with the nearest dealer in 
your area who can then provide your require- 
ments as to both quantity and selection of 
films. Your only responsibility then lies in 
seeing that these are returned at the time 
agreed upon; in good condition by parcel post, 
This is the 


method we use and it has been very satisfac 


insured for the value of the film. 


tory. 

“Many other sources are open to you fon 
film procurement if you wish to use them. 
National Fire Underwriters offer Fire Preven 
tion films. National Safety Council, Inc., 20 
N. Wacker Drive, 
films prepared by the 
Business Screen. Industrial Training films 
are available from the National Metal Trades 


Chicago 6, IL. offers a guide 


of safety Editors of 


\ssociation, 122 8. Michigan Ave., Chicago 3, 
Ill. Catalogs may be secured from the U. S. 
Department of Agriculture, State Departments 
olf Conservation. Practically all of the states 
maintain film libraries at the State Universi 
ties, films being available on a low rental basis. 
There are many more that inquiries would 
disclose. 


Fitms Make FRrienps, INCREASE Output 
“The 


to the above phase of our employee relation 


favorable reaction of our employees 
program, evidences itself in many ways, the 
most important are as follows: 

(1) Worker interest in all phases of business 
has been aroused particularly as regards labor 
these 


saving devices and methods, some of 


1g 
ideas being taken directly from movies shown 
in our plant. 

(2) Considerably more tolerance toward man 
agement problems by employees indicate that 
films such as Jn Balance have been successful 
in presenting management's message to our 
employees. 

(3) Other manutacturers in the city of Adrian 
have advised us that their employees have 
been told by their workers of our practice of 
showing motion pictures daily and have com- 
information 
This has helped in 
establishing the belief that ‘Kewaunee is a 


mented on this favorably, their 
coming from our workers. 


good place to work’. 
Any Company Can Derive BeNnerirs 

“In conclusion, we believe that any Manu- 
facturer who sells the American System of Free 
Enterprise, through any medium available, 
directly to his employees in the best way he 
knows how, and who sincerely believes in fair, 
impartial treatment for the associates working 
with him; for a long enough period of time 
so that his sincerity of purpose has been estab 
lished, will enjoy good labor relations even 
though in the years course he is guilty of some 
human error, his general fairness will be 
relations will be 


excellent.” * 


understood and his labor 


Eprror’s Note: We are indebted to Mr. 
Campbell, head of this Adrian, Michi- 
gan, concern, for his thorough presenta 
tion of this subject. It will benefit many 
plant executives seeking this kind of de 
tailed data in this important field. 


Gomera) orp 
LaGrange, Illincis 
Atta: R.A 


Inc. 
019 ss 
hicago 35, Illinois 


PLEASE FILL IN 


ttn: mr. El lL. Belece 


fF menS OO 
or women ZOO 
NUMBER OF BOYS 
Pe a oe NUMBZIR RLS 


E> 9 
TOTAL NUMBER Jeo 





How Large Are Plant Audiences? 


*® Emptoyer Firm SHowincs reached a high 
point of national popularity during the wan 
time showing of incentive and government in 
formation films. Its swift decline in the first 
postwar years has now been gradually recov 
ered as both labor and management officials 
realize the many benefits of films. 

One definite indication of the value and size 
of the potential audience will be derived from 
the above report forms supplied at our re 
quest by the midwestern regional office of 
Modern Talking Picture Service, Inc. in Chi 
cago. These Modern reports, covering only one 
film apiece, sent to just three Chicago area 
concerns as part of their extensive free film 
programming, total 7,250 workers. 

The pictures, Song of the Pioneer, Trees 
and Homes, and Our America, are typical of 
industry-sponsored films which are finding 
wide popularity among workers. Other popu 
lar titles include Shortest Way Home, 
Harvest, Behind Your Radio Dial, Trees to 
Tribunes, and Holland Blooms Again. 


From gardening to home decoration, thrift, 


Green 


travel, opportunity, and similar subject areas, 
plant program arrangers find plenty of ma 
terial to keep a weekly show going in the cafe- 
teria, on plant floors during noon-hours and 
in regular auditorium facilities where they 
may exist in plants. 

These films, combined with rented sports, 
make 
plant showings popular and easily arranged. 


entertainment and cartoon material, 
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Film in Industrial Safety Training 


@ AN 


ABSTRACT OF THE RECENT HARVARD BUSINESS RESEARCH STUDY @ 


by Paul R. Ignatius, Harvard Business School, Division of Research 


ANAGEMENT has a social responsi- 

bility to prevent injuries to its em- 

ployees. While workmen's compen- 
sation laws in the 48 states provide injured 
employees or their dependents with some re- 
lief, these laws in themselves do not reduce 
accidents in industry. Business management is 
expected to provide not only a fair return for 
a day's labor, but also a safe working environ- 
ment for the laborer. 

Because of humanitarian considerations, the 
high costs of accidents, and the importance of 
a low accident rate in employee and commu- 
nity relations, top management cannot disre 
gard industrial safety. And since industrial 
safety is impossible of achievement without 
their active participation, leading executives 
must directly concern themselves with the 
problem 

Emptoyers Must Be “Sarery Conscious” 

Four basic courses of action by which indus 
trial accidents can be reduced have been in- 
dicated: proper selection and placement of the 
person for the job, improvement in the design 
of machines and equipment, improvement in 
operating procedures and practices, and im- 
provement in training methods. This study 
is primarily concerned with the fourth course 
of action. Little can be accomplished unless 
employees are trained in specific safe practices 
and educated to recognize unsafe conditions 
of work. Rules of safety must not only be 
known by employees; they must also be ap- 
plied. Thus safety training includes both in- 
struction and motivation. 

The objective of safety training is to de- 
velop a group of employees who can work 
free of accidents. The heaviest responsibility 
for training rests with the supervisor who 
from day to day must instruct workers in safe 
performance and make sure that his instruc- 
tions are carried out. Informal safety training 
by supervisors is buttressed in many companies 
by more formal training meetings in which 
safe practices are given further emphasis. In 
these meetings, also, an attempt is often made 
to encourage employees to develop “an. atti- 
tude of safety.” 

Fitms Devetore MOorivation OF WoRKERS 

Conflicting cultural and emotional influ- 
ences present obstacles which limit the imme- 
diate efhcacy of training. These conflicting in 
fluences should be taken into account in de 
veloping training material. 

How can films be used to contribute to the 
attainment of a favorable safety record? From 
an instruction standpoint, the visualization of 
procedures, which films provide, equals and 
in many cases exceeds what one may learn 
from actually observing the operation in ques- 
tion. From the standpoint of motivation, a 
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number of the safety directors who were in- 
terviewed stated that the power of films to 
motivate individuals is perhaps their most im- 
portant attribute. In the first place, a well- 
produced film, through its wide range of sub- 
ject matter, plot construction, suspense ele- 
ments, and character development can arouse 
interest in a subject. Secondly, a film can bring 
about a process of self-identification with the 
characters portrayed, Finally, in contrast to 
most other training media, the film can ap- 
peal to the emotions of the group. 
SAFETY Directors Cire ADVANTAGES 

Numerous claims as to the advantages of 
films for safety training were made by the 
safety directors who were interviewed. These 
“Facilitate 
communication of safe practices”; “motivate 


advantages were stated as follows: 


employees to desired action”; “stimulate dis- 
cussion of safety”; “add interest to safety 
meetings’; and “permit easier, faster, and 
more thorough training.” These same safety 
directors also found certain faults in some of 
the currently available films. These were 
“don't apply”; 
tion”; 


“divorce safety from produc- 
“contain errors”; “not in workers’ 


The Objectives of This Study 


*% Industrial safety training is recognized || 
as an integral part of job learning. How || 
to make this part of the training process } 
determined. Human problems of mo- 
tivation and behavior, questions of ad- || 
|| ministrative re sponsibility, organization- 
| al relationships, and educational meth- || 
| ods all are involved in industrial safety || 
training. This inquiry into the use of || 
|| films for such training purposes helps to 
|| highlight some of these basic problems 
|| while at the same time it records and 
interprets concrete experiences of vart- 
ous companies in the use of this method 
of training. 
| This study by Paul R. Ignatius, In- 
|| structor in Business Administration, not 
|| only deals with certain major technical 
proble ms connected with the use of films 
in industrial safety training but also re- 
| lates them to the broad field of audio- 
|| wisual training aids. This project is a 
|| part of the visual aids research program || 
|| at the Harvard Business School. To de-_ || 
|| termine the extent to which films and 
|| other training aids are employed by in- 
|| dustry and the opportunities for their 
more effective and widespread use is the 
purpose of this program. 


idiom”; “contain too much information”; 
“dated”; and “imperfectly visualized.” 

The advantages of films in industrial safety 
training must be tempered by an important 
modifying consideration — problems inherent 
in the utilization of fims. Among these are 
the difficulty of locating available films and 
their sources, the need for adequate equip- 
ment and space for film showings, and the de- 
velopment of effective utilization techniques. 
Although films are listed in a number of cata- 
logues which are obtainable, the descriptions 
of films are often not complete enough to dis 
close whether a given film may be potentially 
useful for a particular training problem. Ex- 
tensive previewing of films, a laborious task, 
is therefore necessary. After obtaining a film, 
the safety director must plan its use so that it 
will be a meaningful experience for employees 
in terms of the hazards and problems they 
face on their jobs from day to day. Various 
techniques, such as introductory statements, 
motivating questions, discussions, quizzes, sup 
plementary pamphlets, and the like help to 
achieve this objective and also can increase 
the amount of material learned and retained 
by the men. 


Take MAKESHIFT CONDITIONS IN: STRIDE 


The value of films is also determined to 
some extent by the physical conditions unde: 
which films are shown. Ideal conditions are 
seldom available, and in most companies ar- 
rangements for showing films are at best make 
shift. This is particularly true with regard to 
shop meetings held by foremen. 

In most of the plants visited in connection 
with this study, safety training is carried on 
during the regular working day and on com 
pany time. This necessitates interruptions in 
the schedule of work, but the usual alterna 
tive is to hold meetings on overtime which is 
objectionable to some workers and often inor- 
dinately expensive for the company, 


Firms Have Four Primary APPEALS 


In the films which have been studied, fou 
main appeals or approaches to the subject 
matter stand out: the logical approach, the 
appeal to proficiency, the appeal to humor, 
and the fear approach. The effectiveness of 
these four appeals is difficult to evaluate. Also, 
regardless of the appeal which is emphasized, 
there will still be an underlying current of 
fear in all safety training. There are, how 
ever, important distinctions in each appeal. 
In general, it seems that the fear appeal should 
be avoided; an appeal to the employee's de 
sire to be proficient or a logical treatment of 
the subject matter is a sounder approach to 
follow in safety films. Humor, too, has an im 
portant place in safety films, although it can 
not be justified if it obscures the essential 
seriousness and dignity of the subject matter. 

In most companies which use films in theit 
safety training programs, the films used are 
those which are commercially available. A 
small number of companies, however, have 
undertaken the production of films primarily 
for their own use. Often these films have been 
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CLEVELAND Fitm Critic Ward Marsh (Cleve 
land Plain Dealer) prese nts Festwal 


to Dale Cannon, Chairman of I m ployee Films. 





FESTIVAL LUMINARIES (left to right) 


Harold R Vissle J Preside nt, Cleve 
land Film Council; Allan H. Mo 


vensen, guest speake y 


“oscar” 
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HIGHLIGHTS OF CLEVELAND'S RECENT SECOND ANNUAL FILM FESTIVAL 





CLEVELAND'S FILM ENTHUSIASTS FROM INDUSTRY, EDUCATION AND COMMUNITY GROUPS gathey 
at the second annual Film Festtwval Dinner where “Oscar” awards were presented for 
such films as “Our Silent Partner” (East Ohio Gas Company); Diagnosis-Danger (St. Paul 


Mercury Indemnity Company); “You Can 


Company); “A Letter from 


Tell by the Teller’ (Ohio Bell Tele phone 
Imerica”’ (Goodyear Tire & 
Interview” (General Motors Corporation) “ 


Rubber Company); “Strange 


Picture in Your Mind” (International Film 


Foundation); Princess and the Dragon” (Sterling Films, Inc.) “Your Children and You” 


(British Information Services) “The Loon’s 
Park” (Paul Hoefler); and “Answer for Anne” 


Ne ( hklace 


(Crawley Films, Ltd.) “Glacter 
(American Lutheran Church). 





1,800 atNational A-V Convention 


INTEREST IS KEEN AS DEALERS AND EDUCATORS HOLD 
ANNUAL MEETINGS AND ATTEND LARGE TRADE SHOW 


VEN THE WEATHER welcomed the 
EK 1800 dealers and delegates attending 
1949 Audio Visual Convention in Chi 
cago. Until almost the week-end preceding 
the convention streets were steaming under 
the summer sun, but as registration opened 
for the Film Council of America, National 
Association of Visual Education Dealers and 
Fducational Film Libra \ssociation, the 
weather broke ind cool breezes fanned ( hi 
cago brows 
Pivot of the convention was the NAVED 
conclave, held in the Sherman Hotel. At 
tendance was up to previous standards, but a 
different atmosphere was apparent. Gone was 
the happy vo-lucky seller's market mood. Ex 
hibitors and dealers were serious, fully aware 
of the necessity to 
all thev held 
Dealer mectings reflected this determina 
tion. Bell and Howell and Ampro held well 


explore market areas for 
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planned sessions at which dealers and sales- 
men were briefed by highest company per- 
sonnel. Ampro’s meeting underlined the po- 
tentialitv of the school market, stressed the 
new building activity going on in that field, 
the factor of birthrate as affecting future 
school attendance. Bell and Howell officials 
used a novel approach, setting up several deal 
er clinics covering marketing phases and fields 
and tieing the package together with a rail- 
road theme 

Cathedral Films, EB Films and Coronet In 
structional Films were a few of the others who 
held well attended dealer meetings. 

Registration for convention activities prop 
er began July 29, and sessions ran through 
August 3. 

\ convention highlight was the national 
conference called by US Commissioner of Ed 
ucation Joseph McGrath and attended by 
visual leaders or their appointed delegates 


from 36 states. USOE representatives in charge 
were Floyde E. Brooker, Chief of Visual Edu- 
cation of the Office of Education and Franklin 
Dunham, Chief of the USOE Radio Section. 

Panel gatherings drew many of the regis- 
trants. Well attended were talks on Film Dis 
tribution Problems (by Laurence Saltzman, 
NYC), “Our Educational Market” (by God 
frey M. Elliott, vp of Young America Films) , 
Fair Trade (conducted by Herman Waller, 
NAVED attorney) and Selling and Serving 
Business and Industry (led by Robert L. Sho 
maker of the Operadio Mfg. Co.) O. H. 
Coelln, Jr., Publisher of 
closed the convention with a summarization 
on markets, market needs and potentialities. 

Don White, NAVED executive secretary, 
announced the new ofhcer clection results 


Business SCREEN 


during the convention. Chosen as the presi- 
dent was Jack Carter of Raleigh, N.C. Re 
elected as Ist vice president was Hazel Cal 
houn, Atlanta, Georgia, while Martin Stoep 
pelwerth of Indianapolis is new 2nd vice presi- 
dent. Keith South of Minneapolis is secretary 
and Ken Lilley of Harrisburg, Pennsylvania, 
treasurer. Regional directors are A. H. Rice, 
Manchester, N. H.; Frank Rouser, Knoxville, 
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Tenn.; Jack Lewis, Wichita, Kansas, and Wil- 
liam Dennis, Los Angeles. Directors at large 
are Sophie Hohne, Princeton, N. J., and Ray 
Swank of St. Louis. 

NAVED secretary White had this to say 
about the convention, “For the budding audio- 
visual industry, this convention marked a 
milestone: it was the first combined industry 
show, the Allied Non-Theatrical Film Asso- 
ciation having merged with NAVED early in 
1949. 

“For the second successive year NAVED 
served as host to the annual meetings of three 
other organizations, The Film Council of 
America, the Educational Film Library Asso- 
ciation and the Midwest Forum on Audio- 
Visual Teaching Aids. 

Continuing, White declared that “The Asso- 
ciation is to have three or possibly four region- 
al meetings early next year, instead of the six 
held previously.” 

Members of the Film Council of America, 
holding their second annual gathering during 
this same period, elected new officers too. Dr. 
Robert de Kieffer of Stephens College is the 
new president, with John Cory, exec. secy. of 
the American Library Association becoming 
chairman of the FCA Senate. Ed Stevens of 
the Stevens Picture Corp. is the new FCA 
Senate, secretary-treasurer. 

FCA’s annual report, read by Glen Burch, 
executive director, indicated considerable 
progress in the attainment of FCA aims dur- 
ing the year. Council banqueteers heard addi- 
tional plaudits as Bell and Howell's president 
Percy lauded members’ work and accomplish- 
ments. 

Several hundred educators met at EFLA- 
sponsored panels and seminars, covering sub- 
jects ranging from Problems of Distribution, 
Maintenance and Storage of Audio-Visual Ma- 
terials to What Is the Role of the Commer- 
cial Producer. 

Dealers, educators and Film Council mem- 
bers could walk the rows of exhibits and run 
a gamut of audio-visual equipment. Projectors 
were humming from the time the doors first 
opened until electricians dimmed the lights. 


U.S. Orrice OF EDUCATION wartime visual aids 
staff pictured during the Chicago convention: 
(1 to r) Stan McIntosh; Bill Griffiths; Seerley 
Reid; Harry Sherrill; Mrs. Inez Griswold; 
Floyde E. Brooker (chief, visual aids); Paul 


Reed; Al Rosenberg; and O. H. Coellr, Jr., 


who assisted on the manual program. 
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TAVA Meets at the Dearborn Inn 


@ SPONSOR GROUP REVIEWS CURRENT PROBLEMS AT TWO-DAY SESSION @ 


EARBORN, Michigan was the meet- 

ing place for this year’s spring con- 

clave of the Industrial Audio-Visual 
Association, and although attendance was low- 
ceilinged by business and industry activities 
at that time of year, considerable ground was 
covered. The two-day sessions were held at the 
Dearborn Inn. 

Recent industrial films and their case his- 
tories were reviewed by attending members. 
Shown were Allis-Chalmers’ Operation Snow- 
bound, a study of the operations of the Army 
and industry in licking the snow disaster in 
the west last year; Kraft Food’s The Cheese 
Family Album, a pictorial history of cheese 
making from the beginning of time; Dow 
Chemical’s Air, Water and Waste, a technical 
motion picture depicting the problem of waste 
disposal in the chemical industry; Swift and 
Co.'s Serve You Right, an institutional film 
designed to portray Swift, its products and its 
people; Squibb’s The House of Squibb, an 
institutional film designed for foreign show- 
ings and Johnson and Johnson's Sell As Cus- 
tomers Like It, an effective depiction of the 
important points of selling. 

ANA Fitm ComMiItree Report NOTED 

Minutes of the Film Steering Committee of 
the Association of National Advertisers were 
read to IAVA members by William Bastable 
of Swift and Co. Covered were discussions of 
the Film Committee on the subject of coor- 
dinating activities of their group with work 
of other ANA committees—Radio and Tele- 
vision, Educational Activities, and Public Re- 
lations. Current projects—a catalog of ANA 
members’ films, a film distribution study and 
an American Library Association project were 
also described. 

An IAVA session chairmanned by W. Gross 
of J. Walter Thompson, covered the business 
film-commercial theatre problem. Statistics 
given disclosed that of 17,500 theatres operat- 
ing today, 10,976 are available for the screen- 
ing of advertising films. Average weekly at- 
tendance at these almost 11,000 theatres is 
estimated at 45,649,180. The total population 
in the 6,585 localities where these theatres are 
spotted is 72,513,600. 


REACH LARGE PERCENTAGE OF CONSUMERS 

One national advertiser who made an ex- 
haustive test in the medium reported that, 
“The consumer survey showed that we 
reached 69°, of all families in the movie 
towns (in a six weeks test). Of those inter- 
viewed, 75°, identified the sponsor and 
60°;, remembered the advertising message. 
Comments by consumers were almost 100% 
favorable.” 

In some areas advertisers may find all types 
of theatres available to them — from down- 
town first run houses to small neighborhood 
shows. This is not true in all cases, however. 


In the larger metropolitan centers there is 
less chance of using downtown first run hous- 
es, but in smaller cities nearly all classifica- 
tions of theatres are available. Some important 
theatre circuits, primarily Paramount-partners, 
are available, although some Hollywood pro- 
ducer-affiliated chains are not. 

IAVA members were shown movies handled 
by J. Walter Thompson Agency for Ford 
dealers. Such films are used in small towns 
in place of newspaper advertisements, and cost 
$7.75 per week. Running for 47 seconds, in- 
cluding commercial, the films are supposedly 
equivalent to a 15-inch, one run newspaper 
ad, and are considered more effective by local 
dealers. Budgets run from $2,000 to $4,000, 
and television footage of 27 seconds is taken 
from the footage shot for the shorties. 

IAVA PRESIDENT REPORTS ON SURVEY 

IAVA members heard O. H. Peterson of 
Standard Oil of Indiana report on his per- 
sonal survey of company movies shown 
throughout five states during an eighteen 
month period. His conclusion was that pro- 
jections and showings could be improved, and 
he asked that something be done to establish 
procedures, techniques and controls for spon- 
sored audio-visual material. 

Television came in for its time on the agen- 
da in a discussion led by W. M. Bastable, Swift 
and Company film executive. Comments cov- 
ered selection of music for the medium, ad- 
vertising agency service, television “experts” 
and time available on stations. 

At another session, Stan Puddiford of the 
Bell Telephone Co. described what his or- 
ganization had learned in their showings at 
rural fairs and similar group gatherings. ‘This 
company has found that the news reel type, 
3-minute production, is most effective for rural 
audiences. Most opportune locations for show- 
ings are lobbies, areas near rest rooms, and 
similar spots where traffic can pause. Puddi- 
ford reported that good animation is more 
effective than live action. 

HANby EXecuTIves SERVE AS PANEL 

A panel on film distribution, led by James 
Craig of General Motors Corporation, covered 
problems of central distribution, shipping 
costs, print purchases and office personnel re- 
quirements. General Motors starts with 25 
prints of a subject, and purchases up to 200 if 
necessary. Clerical help required to handle 
their 5500 prints maintained at Detroit totals 
17. 

George Finch, of Jam Handy Organization 
Detroit headquarters, covered integrated pro- 
grams for IAVA members. General conclu- 
sions drawn from this session were that no 
accurate estimation of the efficiency of such 
procedures exists at present, but may be 
learned by study and constant improvement in 
years to come. A panel of executives assisted. @ 
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the Townotor Movie 
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we Towmotes will acknowledge your request for a showing of 


THE ONE MAN 


ir Representat!ve in your-territory is 
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request a showing of “One 





_— a 





Man Gang ; Is soon as ree en ee % 
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them of customer re que sis 


TOWMOTOR CORPORATION 
1226 East 152nd Stree 
- Cleveland 10 Ohio 


fo. shou ings. 





THIS ATTRACTIVE pam- 
phlet was 
members of “One Man 


given to all 
Gang” audiences. Effec- 
twe layouts, intelligent 
use of color and com- 
parison, and pictures of 
Towmotor machinery in 
action served to point 
up the picture. 


ing card to request addi- 


{ mail 


TOWMOTOR 


tional showings was in- 


cluded. 
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TOWMOTOR’'S ADVERTISING MANAGER A. H. ROTH HAS SET A GOOD EXAMPLE 
AVE YOU EVER seen a fork lift After all, you can’t drive one into a cus- 
truck? They're those handy Andy's tomer’s office. 
that have turned mass material han- Ihe product posed a problem, all right, but 

dling into child’s play. But fork lift trucks are TFowmotor Corporation, manufacturers of in- 

not an over the counter item. dustrial haulage equipment, found a way to 
| - 
Promotion Aids Used by Towmotor Corporation for “One Man Gang” 
: Confirmation Card py Date 
} Gentlemen: 





} 


Thorough Exploitation Was the Key 


to This Manufacturer's Film Success 


lick the sales bottleneck and really sell. 

With Caravel Films behind the cameras, 
they turned out a thirty-minute motion pic- 
ture that visualized their line of products, dis- 
cussed the economics of material handling and 
carried the customer into factories across the 
nation to show him how other manufacturers 
were using fork lift trucks. 

Titled One Man Gang, the film was only 
part of the story — pushing it was the rest. 
And promoted it was—right to the hilt. 


Firm Premierep At Expostrion 





Premiere of the film was tied-in with the 
Materials Handling Exposition in Philadel- 
phia, ‘a natural for exploitation. Prospects, 
customers and representatives were invited to 
a party, wined and dined, then invited to see 
the film. First showing drew 500 people; a 
second was seen by 200. 

These showings resulted in print orders 
from many of the Towmotor representatives 
attending — and the company absorbed a ma- 
jor part of the print costs. These field men 
also acquired a sizeable number of lightweight 
sound projectors. 

Five days after the premiere, special an- 
nouncements done with an effective cartoon- 
type lead-in, went out to manufacturer's rep- 
resentatives. These pushed the film, promoted 
mass material handling and helped sell fork 
lift trucks. 

Next step was to send out a broadside to 
10,000 customers and representatives. Smart, 
punchy, layouts capitalized on the benefits 
and use of lift trucks, a page layout stressed 
the features of the film, and cards were tipped 
in to permit readers to request a showing of 
the film at their convenience. 


EVERY SHOWING PROMOTES A SHOWING 


Every possible promotional cross-rufl was 
used to keep the film moving. When One Man 
Gang was shown, brochures were passed to 
each member of the audience. These recapit 
ulated points of the film, drove the ‘Tow- 
motor name into the memory of those read- 
ing it, and carried a tear-out card requesting 
further showings of the film. In this way Tow- 
motor used every showing to promote the pos- 
sibility of other showings. And incoming mail 
began to boom. 

When requests were received Towmotor ac- 
knowledged them with a form card advising 
the customer that a Towmotor rep would call 
on him and arrange the showing. This did 
two jobs—created good will towards ‘Tow 
motor for its eficient procedures, and effected 
a pre-introduction for the local representa 
tive. At the same time local reps were in- 
formed by Towmotor of this action, and given 
a report form for completion of the contact. 

The report form permitted “Towmotot 
headquarters to keep a close check on the ef- 
fectiveness of the picture—as well as the ability 
of the representative in the field who was 
making it work for him. 
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Reports provided the size of the audience 
witnessing each showing in the field as well 
as their personal version of the audience re- 
action to the film. 

TowmorTor GAve Reps Every SALES Alp 

Reps had every possible sales aid at their 
fingertips. If they wanted to get local publicity 
on a scheduled showing, they could find a 
complete press release in a company prepared 
brochure. There wasn’t a loose end to be 
found. 

They were even given a few suggested com 
ments with which to precede showings. Cau 
tioned that it is not wise policy to preface a 


showing with too much detailed information, 
representatives were told to merely tell the 
audience what they could expect to see and 
how they would benefit from seeing it. 

And it paid off, for representatives constant- 
ly report sales of trucks are consummated al- 
most as soon as projection room lights go up. 

At the present time every Towmotor rep- 
resentative has at least one print, and in addi- 
tion to domestic coverage, reels are as far 
afield as Copenhagen, Brussels, Bombay, 
Bogota, Curacao, Sao Paulo and Zurich. And 
wherever they are, the reels are still rolling 
in sales of Towmotor equipment. a 


THis PAGE LAyoutT from one of the broadsides mailed to representatives and prospective cus- 
tomers for Towmotor products effectively whets desire to schedule an early showing. 
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© BEHIND THE SCENES 
WITH THE TOWMOTOR 
CAMERA MEN AND SEE HOW ~ 
COMPANIES LIKE YOURS ARE 

MAKING “MASS HANDLING” 


IT WOULD TAKE YOU BETTER THAN A MONTH Ba | 
TO VISIT THE PLANTS SHOWN IN TOWMGTOR'S 
MOVIE "THE ONE MAN GANG” ~~ YOU CAN &, 
DO IT IN 30 MINUTES IN YOUR OFFICE 


PAY DIVIDENDS 


the enclosed card 





A scene from “It’s Good Business” 


BATES FILMS HELP SELLING 


Adds Seconc icture to Popular rogra 
Adds Second Picture to Popular Program 


*% ABOUT TEN YEARS AGO, the Bates Manufac 
turing Company (which makes numbering 
machines, staplers, stamp pads, list finders, 
etc.) was searching for some method of help 
ing commercial stationers’ salesmen do a more 
effective job, and in addition present the met 
its of Bates products. Out of this search grew 
a motion picture, It’s the Little Things That 
Count, that was certainly the best sales train 
ing picture that had ever been made for the 
stationery field, and proved to be remarkably 
effective for other industries as well. 
First Firm SrTitt in Wink DeMAND 

Bates originally planned on what can now 
be estimated as only a very modest success for 
It’s the Little Things But reception, right 
from the very release date, was enthusiastic 
beyond all expectations. It had been planned 
to write off the cost of the film promotion in 
about two years, figuring this to be the opti 
mum period of effective usage. But year afte 
year it has remained in sicady demand, and 
today is still doing a fine job, not only for 
Bates, but as a basic sales training tool for 
many other companies in other industries, 
such as Shell Oil, Atlantic Refining and Mrs. 
Wagner's Pies. 

It’s the Little Things grew to be so much 
in demand that the Bates Company was faced 
with the problem of either refusing to satisfy 
requests or of arranging some method of con 
trolling distribution economically. Finally, a 
small film library was established and a section 
of the home office with separate personnel was 
set aside just to handle the film. Within the 
stationery field, distribution has been main 
tained on a free loan basis, but because of the 
tremendous volume of outside requests from 
other industries, schools and colleges, a small 
charge is now made to non-industry borrowers. 

New THEME FOR SECOND PicTuRt 

It's The Little Things That Count shows 
the purchasing agent’s problems through the 
eyes of a salesman. The theme is developed 
that, often, it’s the “little things’’ that go over 
big with the buyer bridge the gap between 
“no” and his name on the dotted line. 

Last year, after a long and very successful 
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PRODUCERS OF “STORY OF 


Some shots involved over three hundred people, but no professional models were used. 





4 STOCKING” opened the picture in a Bristol, Virginia, shop. 













New Pictures Reflect Business Trends 


A BEHIND THE 


Sponsor: Mary 
Story of a Stocking. 


SCENES STORY 
Hosiery Mills. Film: 
Producer: Charles D. 
Beeland. Technical Supervisor: D. G. Mar 
tin, Sales Manager of Mary Grey Hosiery 
Mills 
* The 


“nothing but the best,” 


Grey 


distribution policy of the sponsor, 
might well be applied 
to this color film presentation. Audience com 
ment has been entirely unexpected, and what 
was originally developed as a sales tool for a 
high-quality line of hosiery has developed into 
a production in demand by consumer groups 
and their like 
tion and treatment make this film as thor- 


Expert photography, concep- 


ough as a consumer research project carried 
on by home economists, yet viewer attention 
never lags for a moment. 

Phis production had its inception in the 
conviction that sales people and ultimate con 
sumers would benefit from knowledge of the 
behind-the-scenes intricacies of hosiery manu 
And the film cuts to the heart of the 
manufacturing processes. 


facture 
Covering the story 
of a stocking from yarn to packaged product, 
it uses with telling effect such methods of anal 
ysis and interpretation as slow motion work, 
close-ups, and photomicrographs 

Words lik« 


narily meaningless to the 


denier, gauge and twist, ordi 
average consumer, 
take on definition as the film rolls through. 
The processes of knitting, seaming, looping, 
dyeing, boarding, inspecting and packaging 
are seen in their proper place, and their im 
portance is underlined 


Initial premiere was in New York, at Bon 
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wit Teller, and ended with whole-hearted 
audience acclaim. At this time every Mary 
Grey salesman has a print of the film, and a 
projector, and will be exhibiting it to stores 
stocking the line. 

Mary Grey Mills believes the film will find 
wide acceptance among consumer groups, and 
is hoping to put the production on TV via 
some cooperative arrangement with retailers 
in key areas. 

Issued when the search is for tools to aug 
ment sales, the film should prove to be just 
what the doctor ordered. 

Script was by Elmo Ellis and Brad Crandall, 
color makeup by Elizabeth Beeland and direc- 
tion and photography by Charles Beeland. 
Quality of the Kodachrome is excellent, and 
Eastman Kodak has requested a print for thei 
library, commenting on the perfect matching 
quality from scene to scene. 
Technical Notes: Story Of A 
Kodachrome, 17 minutes running time. Dis- 
tribution: By Mary Grey Hosiery Mills, Bris 
tol, Virginia. 


SPOTLIGHT ON WYOMING 


Sponsor: Sinclair Refining Co. for the U. S. 
Dept. of Mines. Film: Wyoming and Its 
Natural Resources. Producer: Rockett Pic- 


Stocking is 


tures. 
* This series of surveys of the American states, 
being underwritten by American industry for 
distribution via the U. S. Bureau of Mines, is 
interesting and has real educational value. 
Each state is treated fully in a single film de- 
voted to it alone, and shows the major indus- 
tries, resources and points of interest in the 





state—a treatment that should be invaluable 
to the study of American geography and physi- 
cal resources. 

Wyoming, like so many of the western states, 
is so sparsely populated that comparatively 
little is known about its way of living by the 
general public. But anyone who sees this film 
will have a much better idea of the state than 
ever before. Shown are its major agricultural 
products, its abundance of minerals—over 160 
different commercially useful minerals exist 
and are mined in the state—and its unparal 
leled 
regions of Wyoming are among the best hunt 
ing and fishing grounds in the country. And 
of course there are two of America’s leading 
parks in the state, Yellowstone and the Grand 
Tetons. 


scenic and recreational areas. Some 


Ihe picture is 30 minutes in length. Pro- 
duction, editing and color are excellent. Avail- 
able for free loan from the U. S. Bureau of 
Mines. 


TEXTILE INDUSTRY TRENDS 


Sponsor: General Electric Co. Film: Textiles 
Unlimited. Producer: Raphael G. Wolff 
Studios. 

*® Textiles Unlimited, the most recent picture 

in General Electric’s powerful More Power to 

imerica audio-visual promotion program, is 

just what the film introduction says it is, “a 

report to the textile industry on how textile 

mills are modernizing.” 

The film is technical, using trade terminol- 
ogy that is scarcely understandable outside the 
textile industry, but it should be a box-office 
“wow” to textile plant officials, managers and 
engineers. It sets out to prove, and did prove 
to this observer, what G. E. equipment can 
do for this industry, and is doing in some of 
the most advanced plants throughout the 
country. In hard selling fashion the picture 
lists and shows the modernizing trends in the 
industry, and what specific G. E. equipment 
can do in: 1. Mill conditioning; 2. Providing 
power at the point of use; 3. Giving higher 
controlled speeds; 4. Finer quality control; 
5. Making new processing methods possible; 
6. And aiding continuous processing. 

Not, of course, a picture for general public 





showing, but nevertheless the horses were net 
spared in effective production, and the color 
is particularly good. 

Ihe film is 20 minutes in length, and will 
be shown by General Electric representatives. 


{ mill scene in “Textiles Unlimited” 





BUSINESS SCREEN MAGAZINE 














Scene from “The Truth About Angela Jones” 


EMPHASIZING JOB IMPORT 


Sponsor: Bell System Companies. Film: The 
Truth About Angela Jones. Producer: 
Pathescope Company. 

* Few office jobs offer so little in the way 

of personal satisfaction from good perform- 

ance as sorting and billing operations. Like 

a cog in a wheel, a girl doing this sort of 

work must constantly go through the same 

routine motions, almost involuntarily, thou- 
sands of times each day. It is a problem in 
many organizations to keep the girls’ interest 
high enough to maintain any sort of accuracy. 

In addition, the work is so fatiguing that many 

become spiritless, and the job turnover is 

usually inordinately high. 

The telephone companies, with a large 
number of girls employed in this kind of work 
in the accounting departments, have been 
using a series of attitude motivation films 
produced by the Pathescope Company to try 
to explain the importance of sorting and bill- 
ing in the overall work of telephone service. 

Third in the series, The Truth About 
Angela Jones, has just been refeased by 
A. T.&T. for the Bell System Companies. 
Angela Jones is a personification of all the 
girls whose efficient work guarantees that 
telephone company customers receive prompt 
and accurate bills; that linemen, operators, 
service representatives and installers receive 
what they reasonably have a right to expect— 
correct pay checks; and that the company it 
self, through its property and cost departments, 
is provided with accurate data from which to 
plan for anticipated growth. 

The film is intended primarily for presenta 
tion to Bell System accounting department 
audiences, including employees in the payroll, 
property and cost, and revenue sections, as 
well as those in staff and headquarters groups. 
Showings are recommended, too, for all new 
employees some time within their first three 
months of service, if possible. 

However, The Truth About Angela Jones 
is in addition expected to prove of interest 
to employees of other departments in portray 
ing the work of the sections of the accounting 
department. It is also anticipated that the film 
will be used for non-telephone audiences in 
connection with company or department open 
houses, office family nights and new employee 
recruiting in public schools. 
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The Laundry Field Visualizes Its Services 


THE AMERICAN INSTITUTE OF LAUNDERING PRESENTS “TIME FOR LIVING” 


T’S BEEN SAID that America is the clean- 
est country in the world, and the laundry 
business's 1948 volume of 855 million del- 

lars is good evidence that it’s true. 

Even more interesting is the fact that this 
figure represents only 37% of the potential 
market available to laundry owners through- 
out the country. 

Ihe picture is not all rosy, however, for 
nowadays laundries have to fight for every 
sheet, pillowcase, shirt and unmentionable. 
During the war laundries enjoyed a boom in 
business, but with the labor shortage, service 
was poor and public opinion at a low point. 

And when the war was over, customers re- 
membered and resented that phase of opera- 
tions, and pickings became scarce. Admittedly 
855 million dollars is not chicken feed, but 
37%, is a small part of the total potential. 


Goop PuBLic RELATIONS RATED FIRst 


Before laundry owners could pick up that 
big 63%, the industry realized it would have 
to put its public relations house in order. 

The American Institute of Laundering, the 
industry’s national trade association, decided 
that a motion picture, properly prepared and 
presented, might bring back into the fold 
many old customers, and lure in some new 
ones. 

Time for Living, produced by Wilding Pic- 
ture Productions, Inc., gives every laundry 
owner a tool to open the way to new busi- 
ness. Since the national organization main- 
tains no “war chest” for such a purpose, all 
work had to be financed by members and in- 
terested suppliers. Film costs were underwrit- 
ten by purchases of individual prints by some 
hundred laundries and state and local laundry 


associations representing some 1800 others. 
H. Kohnstamm and Co., a manufacturer of 
laundry supplies, put up the balance. 

For these same financial reasons the services 
of a large film distributing agency could not 
be engaged. Use and distribution of the film 
is the individual purchaser's concern. How- 
ever, the national association has given every 
print buyer all help possible. A special report 
outlining three methods of exploitation has 
been prepared with the assistance of the Wild- 
ing organization, and it permits fullest use of 
the film in any given area. 

Firm Has PLENTY OF HUMAN APPEAL 

Time For Living is a clever job which plays 
on human nature to make its point. Empha- 
sized, in terms of family relationships, is the 
additional free time that use of a laundry per- 
mits, the consequent freshness and beauty that 
are a woman’s, the increase in available time 
and attention for husband and children. With 
its attention to real life instead of the usual 
“trip through a laundry plant” approach, 
women find it easy to take. It is 16mm, color, 
and runs 30 minutes. 

With prints just being delivered, reaction is 
hard to measure, but so far the laundry in- 
dustry seems well pleased with the job. Prints 
have been sold to laundries in all 48 states, 
and some abroad. Price per print is $350, but 
this figure includes charges for production, 
publicity, and public relations advertising. 

A Basic Toot IN THE NATIONAL PROGRAM 

The film is not just an advertising device, 
or a selling tool. It is rather a basic public 
relations piece which is designed to provide 
an entering wedge into households where or- 
(CONTINUED ON THE FOLLOWING PAGE) 


More “TIME FOR LIVING” Is THE THEME of the new American Institute of Laundering motion 
picture now available for local consumer showings through member laundries. 





29 

















































am 









oe 



































CASE HISTORIES 


(CONTINUED FROM THE PRECEDING PAGE) 
dinarv laundry advertising and the usual sales 
approach has proved fruitless. 

lo use this wedge properly, laundry owners 
have been instructed to rent or purchase a 
projector and so make the film available to 
customer-groups in his area. If the laundry 
film distributed by an o1 
Talking Picture 


wishes to have the 
ganization such as Modern 
Service, he is told costs and contacts. 

Ihe local laundry owner who has a print 
is given a listing of audience possibilities, rang 
church 


women’s clubs through 


clubs such as Rotary and 


ing from 
groups tO Service 
Kiwanis. He is instructed in the technique of 
arranging a showing, told how to advertise 
any showings. The suggestion is made that 
his routemen do word of mouth advertising 
for him on the film, and that counter signs 
be used in his laundry. And if he finds himself 
tongue-tied, the association gives him a neat 
and gracious prepared talk to precede his 
showings. 

Every aid has been developed with the 
thought in mind that individual laundries 
have the problem of putting the film to best 
use, and the best help given to them will pay 


off for the industry as a whole. 


CEMENT AND CONSTRUCTION 


Sponsor: Portland Cement Association. Title: 
The Drama of Portland Cement. Producer: 
Wilding Picture Distrib- 

Modern Service, 


Productions, Inc 
uted by: Lalking Picture 
Lin 
*% The Drama of Portland Cement, a 30-min- 
ute sound color motion picture, has been spon 
sored by the Portland Cement Association. 
\s the title indicates, it is an effective story of 
Wilding Pic 
produced the color 


cement manutlacture and use 
ture Productions, Inc 
presentation 

mountain is 


After 


narrative 


In the opening sequence a 
blasted for the raw materials of cement, 
blast, the 


shifts to 18th century England and shows how 


the attention-arresting 


Portland cement was discovered. Beginning 
with the mining for the raw materials, follow 
laboratories where 
strength 


ing through to research 
specimens of cement are tested for 
and durability, and into the mills where the 
raw materials are stored unul time for mixing 
into cement, the film tells the story of this 
basic material 

Lhere 
ing the 


NS 


technical 


are interesting shots in the mill show 
machinery used in the process with 
animation cuts showing in detail 
what is going on in the machines. Throughout 
the mill sequences safety features are shown 
and figures on the minimum of accidents in 
the industry are given. Safety flags and plaques 
at mills having no accidents are pictured. 

\fter a clear exposition of cement manu 
facture, Drama of Portland 


multiple uses for the building material—on the 


Cement shows 


farm, in industry, in roads, in skyscrapers, 


and in the home. There is an animation se 


30 


The quack medicine man of 50 years ago . . 


quence showing how cement is used in rail- 
road beds making them more substantial and 
giving a smoother ride. 

The film will be shown to the 26 branches 
of Portland Cement and others having to do 
with the manufacture and sales of the product 
before it is released to the public. Distribution 
is strictly limited to this internal phase for 
several months to come. 

WHY YOUR DRUGS ARE PURE 
Sponsor: The Proprietary Association of 
America. Film: For Us The Living. Pro- 
ducer: William J. Ganz Company. 
*® Fifty to a hundred years ago the quack 
medicine 
about the roads and thumping up his trade 
with songs and dances, the old peddler offered 
“The Greatest Remedy of All Time,” or some 
such nostrum, guaranteed to cure everything 


man was in his heyday. Traveling 


from baldness to all the major diseases. Even 
reputable publications were filled with adver- 
tisements for ointments and liquids labeled as 
sure cures for practically all the afflictions of 
mankind. 

Small wonder it is then, that even to this 
day some distrust is associated with packaged 
medicines in the public mind. Over the years, 
the industry has fought hard to dissociate 
itself from the charlatans who still operate 
sub-rosa in the packaged medicine field, and 
the best of the manufacturers have joined in 
the Proprietary Association of America to 
carry on a campaign designed to assure the 
public of the purity and efficacy of products. 

Part of this campaign is a new 20 minute 
Kodachrome film, For Us The Living which 
tells how the drug industry and the Federal 
government cooperate to insure purity in 
packaged medicines and honesty in advertised 
claims of their benefits. 

The setting of the opening of the film is in 
Washington. With the cooperation of a halt 
dozen or more Federal agencies, the picture 
visits most of the important government build 
ings and familiar landmarks, including inte- 
rior sequences of Federal Trade Commission 
hearings and a staff meeting of the Federal 
Administration. 

Focussing on a group of students visiting 
the Lincoln Memorial, For Us The Living 
flashes back to Lincoln's time, and shows an 
‘cure- 


Security 


old medicine man stirring up a pot of 
all” in his barn. Then by contrast, the condi- 





vs. modern packaged medicine (see Col. 2) 


tions of modern drug manufacture are shown. 

Much of the film is a paean of praise for 
the Food and Drug with 
which, of course, the Proprietary people must 


Administration, 


constantly cooperate. Laboratories, research 
specialists, field investigators and import in- 
spectors are shown at their work, checking to 
insure against errors in production, calcula- 
tion or formulae. And the industry, too, is 
depicted as following a simultaneous series of 
checks and double checks on quality. 
Distribution: For Us The Living is intended 
primarily for school and college showings. As 
an educational film on the activities of several 
Federal agencies, it should have wide appeal. 
The “commercial”, if it could be called such, 
for packaged medicines, is carefully under- 
played for the larger message of the main 
tenance of high standards through industrial 
and government cooperation. ‘The Institute 
of Visual Training is distributing the picture. 
STEEL IS THE FRAMEWORK 
Sponsor: Bethlehem Pacific Coast Steel Corp. 
Film: Steel Builds the West. Producer: New 
World Productions. 
*% Steel Builds the West is remarkably free 
from commercials urging you to buy Bethle- 
hem Pacific Steel. Of course, not many of the 
film’s general audience is in the market for 
steel. Nevertheless, the film achieves its pur- 
pose, for it points out the essential part this 
useful metal plays in building a higher stand- 
And there is little 
well 
aware of the fact that it was Bethlehem Pacific 


ard of living in the west. 
chance that the audience will not be 


that reminded them of the importance of steel. 

The film is interesting in that it does remind 
us of the essential role that steel plays in 
most of the achievements of civilization. ‘The 
title of the picture could have been “Steel 
Builds the Modern World” except that it was 
meant for the Western market and uses West- 
ern illustrations of the stellar 
There is probably no industry, or for that 
matter no activity of man, that is not depen 


role of steel. 


dent on steel for its efficiency, if not for its 
very existence, 


and automobiles down to stainless steel knives 


from buildings and bridges 
and microscopic watch parts. 

Steel Builds the West is a good picture for 
general audiences of all kinds. “Twenty-six 
minutes in length, it is well paced and edited 
and colorful throughout. 
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DEPTH That's Clearer, Sharper 











In Canada: RCA VICTOR C 


For FINEST PICTURE QUALITY have 
films projected with the 


VISUAL PRODUCTS 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT. CAMDEN. H.J. 


Audiences “look into” scenes projected with 
the RCA “400” and see screen images in a 
realistic “‘atmosphere.’’ They observe them in 


perspective that suggests the third dimension. 
Both near and far objects appear in sharp and 
clear focus with regard to size, shape and posi- 
tion to one another. 


RCA “400” projection makes your 16mm 
film showings more expressive. It gives them 
added force and vividness. Accompanied by 
sound reproduction that’s true-to-life, your pro- 
jected pictures capture the undivided attention 
of audiences. Because the story of the film is 


heh 





ir 


y Limited, M 1 





se ye ite 


Cf AY) 


projected at its finest in showmanship, the 
screen message gets quick acceptance, is longer 
remembered. 

There’s nothing to match the RCA “400” for 
simplicity of operation and maintenance. It is 
the quickest and easiest of all 16mm projectors 
to thread. 

. . . 
RCA “400” JUNIOR. The only single-case standard |6émm 
sound projector of fully professional quality. 


RCA “400” SENIOR. Provides theatre-quality reproduction of 
témm sound and pictures for larger audiences, auditoriums or 
larger rooms . 


MAIL COUPON FOR MORE DETAILED INFORMATION 


porcrcr nn _— 


VISUAL PRODUCTS (DEPT. 17H) 


Radio Corporation of America 
Camden, N. J. 


Please send me complete information on the RCA 
“400” Sound Projector. 


Name 





Business_ 


Street_ 


so — - State. 
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Fifteen Million See ATA Traffic 
Safety Film in Twelvemonth Period 


@ In both audience and impact, 
the AMERICAN TRANSIT ASSOCIA 
film Driven to Kill has 


been almost s¢ nsational 


TLON'S 


Judged by the National Com 
mittee on Films for Safety to be 
the best safety film for theatre 


showing produced during 1948, it 
has been seen by an estimated au 
dience of more than 15,000,000 
persons in the U.S., ¢ anada, Puet 
to Rico and Hawaii since its pre 


miere. At this time a Portuguese 
version is being shown in Brazil, 
and plans for other foreign-lan 
guage translations are being de 
veloped. 

Under the original distribution 
Driven to Kill (pro 
Sound Masters, Inc., 


NYC) transit companies were giv 


plans fon 
duced by 
en exclusive rights to showings in 


their communities until the end 
ot 1948. 

Early this vear a substantial 
number of non-transit companies 
took advantage of the end of this 
period, and began to book the 
hlm themselves. Among these was 
the Bureau of Aeronautics of the 
U. S. Navy 


purchased 41 


Department which 
prints for use in 
its accident prevention program 
among its personnel 

Othe 


State 


organizations such as 


highway patrol units, tele 


phone and oil companies, the 
Red Cross, local trathc advisory 
groups and the Canadian Film 
Board have also tound use for 
prints 

> > > 


Modern Talking Picture Service 
Now Booking New Dole Film 
@ Dou 


tion ple ture, 


PINEAPPLE Co 
The 


S new mo 


Golden Touch 


will be shown beginning this fall 
through Modern Talking Picture 
Service, New York. Bookings are 


now be Ing mac 


Designed for home economics 
classroom, women’s club and cook 
blends 


ing school use, the picture 


colorful Hawaiian background 
with modern pineapple cookery 
Film is in color, runs 23 minutes 
Jerry Fairbanks, Inc Hollywood, 


did the production 
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Cameras Help Chemists Fight Foam 


* DEARBORN RESEARCHERS USE ULTRA-SPEED FASTAX ® 


* An interesting application of 
the use of 16mm high speed mo- 
tion pictures in industrial chem 
ical research has been made by 
Dearborn Chemical Company, 
Chicago, in perfecting chemical 
control of foaming in locomotive 
and industrial boilers for steam 
generation. 

Using a Western Electric Fastax 
high speed camera, Dearborn’s re 
search chemists were able to ob- 
serve and study the formation of 
bubbles in an experimental glass 
cell boiler. The projection of the 
high speed films revealed for the 
first time the interesting mecha 
nisms relating to the origin of 
bubbles, their rate of growth and 
coalescence or resistance to coales- 


cence, the influence of the nature 
of the heating surface and the ac- 
tion of organic foam inhibitors. 
The studies resulted in the im- 
provement of Dearborn-devel- 
oped polyamide antifoams first in- 
troduced in 1941, proving their 
effective and instantaneous action 
under foaming 
permitted 


and 
accurate comparisons 
of their longer effective life as well 


conditions, 


as compatibility with other chem- 
ical corrective water 

This achievement has resulted 
in many advantages to industry- 


treatments. 


the production of cleaner, purer 
steam for process industries, the 
reduction of failures and 
equipment maintenance through 


elimination of foaming and carry- 


pow er 


SPECIAL 
EFFECTS 


Loucks & NORLING have the personnel and equip- 
ment (all designed and built in our machine shop) 
to make optical effects and animation that give an 
added touch to straight photography in black and 


white or color. 


That is why every Loucks & Norling film gets 
this audience reaction: “That was one of the most 
interesting motion pictures I ever saw.”” The spon- 
sor, and they are the best names in American 


industry, gets the credit. 


Our clients are mostly companies for whom we 


have been making films for many years. 


They 


know their way around in this highly specialized 


business. 


LOU 


245 WEST 55 T ST. 


OTION PICTURES ° 


SLIDE FILMS ° 


‘NORLING 


NEW YORK 
SINCE 


ciTyY 


1923 








over of contamination to operat- 
ing parts, protection of lubrica- 
tion, the prevention of overheat- 
ing of boiler metal and savings in 
fuel, water and treatment. 


With very little concrete ma- 
terial on hand as a guide for its 
operation, Dearborn’s research 
men had excellent success with 
the Fastax camera from the start. 
Phe 16 mm camera, with capacity 
of 100 foot reels, was used with 
a two inch f. 2 lens, using Super 
XX film, and was operated up to 
maximum speed of 5,000 frames 
per second, with an exposure of 
1 /25,000 of a second. During this 
high speed operation each 100 
foot reel was exposed in the space 
of one second. 

Arc LAMPS 

During early attempts an ex- 
posure meter was used as a guide 
in estimating the light power pro- 
duced by a battery of large carbon 


PHoTospots REPLACE 


arc lamps and assorted photo- 
floods amid a maze of power ca- 
bles. Through a careful analysis 
of results the exposure meter was 
eliminated and the arc lamps were 
replaced with three General Elec- 
tric Photospot lamps No. RSP 2, 
two for front lighting and one for 
diffused back through 
ground glass. 


lighting 


The two lights were mounted 
at the base of the camera, adjust- 
able for focusing. With the intro- 
duction of these lamps, however, 
the heat they generated increased 
the boiling of the water in the ex- 
perimental cell to such an extent 
that adjustments in water volume 
became necessary. Films were tak- 
en within a range of £.4 to £.8 with 
completely satisfactory results. 

Societies See Tests Excerpts 

Excerpts from the various tests 
conducted under varying condi- 
tions have been prepared in a 
completed movie entitled, Phe- 
nomena Generation, a 
100 foot movie in black and white 
with a running time of approx- 
imately 16 has 
been presented to societies of pow- 


of Steam 


minutes which 
er engineers and technical groups 
as an educational and promotion- 
al feature on Dearborn’s line of 
polyamide antifoam compounds. 
State Department Asks for Film 

@ The U.S. Department of State 
has requested that East Ohio Gas 
Company furnish 15 prints of the 
film Our 
abroad in various U.S. Embassies. 


Silent Partner for use 


The film, released for distribu- 
tion May I, 
an “Oscar” during the recent An- 
Film the Cleve 
land Film Council. 


1949, has since won 


nual Festival of 
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Spool Cotton Company Rates Big 
Hand for Ballyhoo-less Ballet 





* Last spring, the educational directors of the 
Spool Cotton Company witnessed a_ ballet 
fashion show produced by the students of 
Washington Irving High School in New York. 
They were so impressed with the productior 
that an idea was formed to present a ballet 
style educational film based on, but not adver- 
tising, some of the company’s products in use. 

Getting away from the stereotyped sewing 


Friis CON FAC ET 
MAN WANTED 
} Former theatrical producer now 


entering the Non-Theatrical field 
desires experienced, personable 
man to contact commercial ac- 
counts, mostly in the Eastern States. 
| | Full knowledge of production 
and experience with highest type 
of clients most desirable. State sal- 
| ary or other means of compensation 
preferred. 
Box 801 
BUSINESS SCREEN MAGAZINE 
812 N. Dearborn, Chicago 10, IIL. 
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film, Spool Cotton planned a picture that 
would be not only instructional, but motiva- 
tional, and, not least, entertaining. The new 
film, Zip Zip Hooray was previewed last month 
in New York, and will be ready for school 
audiences in the fall. 

With the Washington Irving show as a 
guiding pattern, producer Transfilm’s direc- 
tor, Marvin Rothenberg found three young 
professional dancers who resembled teen-age 
girls. hese three, as cheer leaders of the local 
high school, and baffled by the problem of 
getting uniforms on a minimum budget, final- 
ly decide to make their own. The camera 
follows them through their initial problems, 
the selection of pattern and the purchase of 
material, all of which is performed to music 
and dance. 


SLIDEFILMS SERVE TO SUPPLEMENT PICTURE 


Following the musical introduction, the 
actual business of preparing the garments for 
zippers (Crown) and sewing them in (Clark's 
Thread) is performed in the sewing classroom 
of the school with the aid of the instructor. 

Miss M. Annis West, technical advisor for 
the Spool Cotton Company, points out that, 
“We felt that the problem was not one of 
simply demonstrating technique and showing 
girls how to sew a zipper into a garment al- 
ready prepared. We wanted first to show why 
knowing how to sew zippers is important, and 
secondly to prepare the garment for the zipper, 
and then finally, the actual sewing-in of the 
zipper.” 

In order to make the film as effective as 
possible, the 18 minute Kodachrome motion 
picture has a companion slidefilm series that 
can be shown subsequently. Through this tech- 
nique, the teacher is enabled to first interest 
her class in the problem and give them a 
general idea of how it can be solved. Followed 
by the slidefilms, which allow the class to study 
each frame for as long as required, the film 
enables students to master the exact details of 
technique. 


Home Economists, SCHOOLS Give Iv APPROVAI 


The film, scheduled for school distribution 
beginning in the fall of 1949, was first pre- 
viewed three times at the American Home 
Economics Convention in San Francisco in 
June. Following those showings, it is now be 
ing presented at the summer sessions of teach- 
ers colleges all over the country. In the fall, 
concurrent with initial school distribution, it 
will be shown before fall meetings of state su 
pervisors of home economics. Prints of the mo 
tion picture and slidefilms will then be avail 
able for loan through Association Films or by 
purchase from the company. 

An important feature of the production is 
that it has been school-tested from the very 
outset. Upon completion of the rough prints, 
a special showing was arranged at Washington 
Irving before the entire student body. On the 
basis of the excellent school audience reaction 
and consultation with educational supervisors 
and teachers, final release plans were made. 

Miss Frances Blondin, educational director 
of the Spool Cotton Company, estimates that 
the film will have a life of about ten years. 


Wa 
aU STOCK PLING UP? 


. 





PICTUR-VISION 
CABINET PROJECTORS 
at the Point-of-Sale 


If your present advertising is not getting the results 
you need and inventories are piling up, now is the 
time to take measures to increase sales. 

Pictur-Vision Cabinets are designed to increase 
your sales. They create impulse buying, convince the 
shopper on the spot and close the sale. Your story is 
presented in a sequence of 16 beautiful Kodachrome 
slides that change at six second intervals and oper- 
ates continuously. Pictur-Vision gives action — 
drama—color to your story . . . and best of all, it’s 
right on the spot where your product is sold. 





U. S. PATENT Ideal for sales meetings, con- 
No. 2369483 ventions, dealer training 
ANADA PATENT : 
No. 421418 schools, safety meetings, edu- 


cating store personnel and a 
real demonstrators selling aid. 


Remote control push button arrangement makes it 
easy to train dealers, salesmen, personnel. Just press 
the button to change slides. Entire sequence (16 
pictures) can be changed in a few seconds. Easily 
adapted for speeches on wire-recording tape or con- 
ventional records. 

Pictur-Vision Cabinet Projectors are sturdily built 
with light weight steel construction, the entire unit 
weighing less than 100 Ibs. A large 1442 x21 inch 
rear projection screen gives maximum brilliance. 
Equipped with Solarbrite Projector, uses 750 Watt 
200 hour lamp. 3 inch coated lens. Height 36” with 
16” square base. Requires only 4 sq. ft. of floor space. 


$395 


Oconomowoc, Wis. 


COMPLETE PACKAGE UNIT 
Ready to use with no attach- 
ments to buy. Just slip in your 
slides and plug in the cord . . 


Picture Recording Company 
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Vacuum Cleaner Commercial Spots 
Produced By Audio Productions 
@ Lewyt Corporation, manufac- 
turers of vacuum cleaners, an- 
nounced its entry into commer- 
cial film promotion at a national 
sales conference for its dealers, 
held recently in New York City. 
Jack Barry of Motion Picrurt 
ASSOCIATES films 
and the 
available to 
Dealers 
will get 1 of the film footage for 
personalized sales message, will 
pay 50°, of the theatre's 
booking cost—with Lewyt putting 


up the rest. 


The Mighty Maine Sardine 
@ Once again (the 


sive year) a sponsored film was 


prepared the 
with Audio Productions, 


spots will be made 


dealers for local showings. 


local 


third succes- 


chosen to represent U.S. work’ at 
the annual exhibition of Cinema 
tographic Art at 

This year's fishily 
enough, is /t's the Maine Sardine, 
produced by Sun Dial Films for 
the Maine Packers 
ciation. 


Venice. 
selection, 


Sardine Asso 


Now Pacific Coast Producers 

Can Preview Work in Comfort 

*& Keeping pace with the rapid 
development of films and _ tele 
vision along the Pacific seaboard, 
W. E. film 
producers and distributors in San 
Francisco, 


Hockry & ASSOCIATES, 


have recently con 
structed a new theater seating 38 
people, which will be used for the 
previewing of slide and television 
films and motion pictures 

Ihe theater is now available to 
advertising agencies and film pro 
ducers, as thei 


as well respective 


clients. 
l6mm 


Equipped with Ampro 


projectors, the sound - proofed 
room also has a timing desk with 


direct phone service to the pro 


jection booth, a proyectionist 


available at all times and ample 


space for rewinding, cleaning, 
splicing and the general care of 


all films. 


Ampro projectors and direct phone line 


are among the theatre's special features 










pe 


1g 


PICTURE PARADE 








Piis PREVIEW 


THEATRE (see story in column one, 


at left) is 
producers and clients for the screening of slide, motion picture and television films 


available 


to 


agencies, 

















AMERICAN VISCOSE CORPORATION 








i914 


EST. 





PATHESCOPE PRODUCTIONS 


$580 FIFTH AVENUE, NEW YORK 19, N. Y. 


PLAZA 7-5200 


Lyalily 
demuarits 


Quality 
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F. C. Russell Co. Films Sales 

Tool for Custom Storm Sash Line 
@ Following in the footsteps of 
those in industry who have found 
the motion picture a_ powerful 
sales tool, the F. C. Russell Co., 
working with Jam Handy, has 
produced One Step Ahead, a full 
color dramatization of the ad- 
vantages of custom-tailored storm 
and screen sash. 

Russell has been in the home 
insulation field 1924, and 
their products are manufactured 
in seven plants in the United 
States—with installations totalling 
over four million since 1937, 

Best talking point of the pic- 
ture 


since 


is the self storage feature of 
when not in use 
the storm panel slides up into 
behind the up- 
per part olf the screen. 


the sash—since 


storage position 


* * . 
Encyclopaedia Britannica Shooting 
Five Films on Literary Greats 
@ Dr. Metvin BropsHauc, 
president in charge 


vice 
ol product 
development of Encyclopaedia 
Britannica 

Hollywood 


Films, has been in 
with five 


films on American literature. 


working 
Films are being shot by the 
Wal- 


ter Colmes is producer, and lead- 


Emerson Film Corporation. 


ing educators are collaborators to 
assure the authenticity of the his- 
torical motion pictures. 

In the series are Henry Wads- 


worth Longfellow, Washington 


Irving, Benjamin Franklin, James 
Fenimore Cooper and Thomas 


Jefferson. 


Encyclopaedia 


Distribution will be by 
Britannica Films 
to schools and colleges throughout 
the world for use in English and 
Literature courses. 

Collaborators for the series in- 
clude: Carl Van Doren for the 
Franklin film; Julian P. Boyd, 
editor of Jefferson’s letters and 
writings; Howard M. 
Harvard University for 
low; Robert 
versity. of 


Jones of 
Longfel- 
E. Spiller of the Uni- 
Pennsylvania for the 
Cooper film, and Leon Howard of 
Northwestern University for the 
Jefferson motion picture. 


Fairbanks Producing 19 For Dodge 
@ Film for 19 spot commercials 
designed for theatrical showings 
by Doncée is rolling at JERRY Fatr- 
BANKS Propuctions. Fairbanks’ 
“Speaking of Animals” Duoplane 
process will be used for the first 
time in commercial pictures in the 
production of the 60 and 20 sec- 
ond films. Pact for the 
arranged through Ruthrauff and 
Ryan Advertising agency. 


series was 











M. Cray 


ADAMS 


RKO-Pathe Appoints Adams as 
Commercial and Television Chief 
@ New manager of the Commer 
cial and Television department of 
RKO-Patue is M. Cray Apbams. 
Announcement was made by Jay 
Bonafield, vice president and Gen- 
eral Manager. 

Adams will assume his duties 
immediately, replacing Phillips 
Brooks Nichols. 

Since 1941, Adams has been 
manager of the west coast office of 
RKO-Pathe News. 
duced and directed 
People series. 

Previous 


He also pro 
the Picture 
to that position he 
at 20th Century 
Fox as assistant to Executive Pro 
ducer Sol M. Wurtzel. 

During the War Adams served 
in the Navy as a producer-director 


spent six years 


of training and incentive films. 





NEW 16MM MOVIOLA 









Model LP 


Picture area 
2"x2 %” 
also 
available 
with sound 


equipment. 


Write for literature and prices on our 


complete line of 16mm and 35mm editing 
equipment, which includes: film viewing 
machines, sound readers, synchronizers, 
differential gear rewinders, rewinders. 


MOVIOLA Manufacturing Co. 
1451 Gordon St. Hollywood 28, Calif. 
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State Department Given New "Way 
of Life" Film by Avco Mfg. Co. 

@ THe Strate DeprartMENT has 
added a color motion picture, The 
Key to Convenient Kitchens, to its 
program designed to give peoples 
overseas clear, factual insight in- 
America lives. 

Fen prints of the 15-minute 
film, produced by Sarra, Inc., for 
American Central Kitchens at 
Connersville, Indiana division of 
Avco Manufacturing Co., have 
been donated by that company to 


to how 


the State Department's Interna 
tional Motion Picture Division for 
foreign use. 

Directed 
the film American 
homemakers can plan and equip 
a modern, efficient kitchen, locat- 
ing “work centers” scientifically to 


by 


Jack 


how 


Henderson, 
shows 


make meal preparation a simple 
and pleasant task. 

Phrough 200 National Film Li- 
maintained State 
Department auspices, non-theatri 


braries under 
cal audiences in 90 countries and 
their dependencies on four conti 
nents will see the picture as part 
of America’s program intended to 
give a true picture of this nation’s 
institutions, principles, policies. 

Phe State Department has 
found that films like this—private 
ly produced by and for industrial 
companies—are effective in telling 
America’s story abroad. 

U. S. officials estimate that al- 
most 100,000,000 persons in for- 
eign lands are reached annually 
through this medium of motion 
pictures. 


“Living Silver" Tells the Story 
of Silversmiths and Their Work 
@ The combined forces of Science 
Pictures, Metropolitan Museum of 
\rt, 
sulting silversmith of 


and Margaret Craver, con- 
Handy & 
Harman, have produced a film, 
telling the story of handwrought 
silver, entitled Living Silver. 

Ihe 15-minute 
picture begins with a mural of an 


color motion 
ancient metal work shop painted 
on the wall of an Egyptian tomb 
and moves through the ages to the 
present day. The of such 
silversmiths as Wil- 
Bennett and Baron Erik 
Fleming is shown while it is 
brought out that the individual 
expression of each piece is as dis- 
LINctive 


work 
present day 


as the style of a famous 
painter or the theme of a famous 
composer, Living Silver is being 
distributed by A. F. Films, 
N.Y. 

Fifteen minutes is all too short 
a time 


Inc., 


to cover the fascinating 


subject matter of this production. 
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romote YOUR 


PRODUCTS AND SERVICES 


AUTOMATICALLY 


ADmatic will help increase your 
sales in a ‘‘buyers’’ market — the 
ideal promotional medium for: 


Dealer Display rooms 
Retail store departments 
Store windows 

Office lobbies 

Sales offices 

Trade Shows 

Personnel waiting rooms 
Employee training quarters 
Sales meetings 


YOU can automatically and economically show 
your products and their special features in a 
sequence story with 30 2” x 2” color slides 
magnified upon the large ADmatic screen. AD- 
matic exhibits sharp, clear pictures or copy mes- 
sages even under bright over-head lights. Long 
life — sensibly priced. Synchronized sound at- 
tachment at nominal added cost. 
Write for complete details. 





AD wicric Projector Company 


SALES AmO DISPLAY OFFicE 


111 West Jackson Blvd Chicago 4, Illinois 


HOUSTON Color 


Laboratories 


THE WORLD'S LARGEST 

35mm Ansco Color Motion Picture Labo- 
ratory with a daily capacity of 100,000 
feet provides these services in 35mm 
Ansco color. 


35MM COPIES FROM 35MM OR 16MM MOTION PICTURE FILMS, 
SOUND OR SILENT 


35MM COLOR MASTERS FROM COLOR ORIGINALS (ANY SIZE) 
OR FILM STRIPS 


35MM COLOR COPIES OF FILM STRIPS 
2 x 2 COLOR COPIES FROM 2 x 2 ORIGINALS ] 


HIGHEST COLOR RENDITION 


WRITE! . 
7 

WIRE! FASTEST SERVICE 
* CONSISTENT QUA 

PHONE! OR CALL! isis 
*LowesrT ree ee es 


THE HOUSTON COLOR LABORATORIES 
11807 WEST OLYMPIC BOULEVARD 
LOS ANGELES 25, CALIFORNIA 


Bradshaw 24331 Cable: HOUSCORP 
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JOuUN ]. WINGERTER 


Transfilm, Inc., Selects Wingerter 
@ Joun J. Wincertrer has been 
appointed assistant to W. MIese- 
QAES, preside nt of Transfilm, Inc., 
New York City. Previously Win 
gerter was general manager ol 
Louis de Rochmont Associates. As 
assistant to Mieseqaes, he will 
work with all Transfilm depart 
ments, 





BeRNARD F, DuDLEY 


MPO Appoints B. F. Dudley 

@ Bernarpv F. Duptey has been 
appointed Director of Sales for 
MPQO Propuctions, Inc. of 342 
Madison Avenue. Firm is current 
ly producing color motion pictures 
for Nash Motors, Texaco, Pan 
American World Airways, and 
the Ford Motor Company 


Quadrant Adds Mezey to Staff 

@ Lawrence Mezey, formerly 
chiel sound engineer for the RCA 
subsidiary serving the Balkans out 
of Budapest, Hungary, has been 
appointed head of the sound 
recording studio of QUADRANT 
Fits, Inc., 18 W. 55th St., New 
York City. 
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J. Benoit-Levy Leaves U.N. to 
Return to Motion Picture Work 
@ The Director of the Films and 
Visual Information Division of 
the United Nations Public Infor 
mation Department, JEAN BeNnort- 
Levy, has left the UN to resume 
his artistic career. 

The French director, who wrote 
The Art of Motion Picture and 
directed many famous French 
movics, has been named Adviser 
and Honorary Director of the UN 
Department of Public Informa- 
tion. 


Broadway Composer Scoring Three 
for Princeton Film Center 

@ Atex Norn, composer of mu- 
sic lor Broadway hits, (Death of a 
Salesman, Queen of Sheba, The 


Innocents) is doing the musical 
scores for three films in a docu- 
mentary series being shot on loca 
tion in Venezuela by the Prince- 
ton Film Center. 

Productions will be released this 
fall when series, titled Transpor- 
tation—Symbol of Progress, is com- 
pleted. 


March of Time Moves Up Shea 
@ FRANK Sue, familiar to all as 
the MOT New York office man- 
ager, has been jumped to the 
command post of national direc- 
tor of commercial and television 
sales. He reports to Arthur Tour- 
tellot, associate producer. 

In the Midwest for a few days, 
Mr. Shea attended the recent 
NAVED convention in Chicago. 








SALESMANSHIP HAS 
BEEN DEAD FOR 10 YEARS! 


MANAGEMENT :—What help do YOU give to YOUR 
FRUSTRATED SALESMEN when they bog down because 
of the SALES RESISTANCE they're getting now? 
They haven't had to SELL for 10 years you know. 
Their sales effectiveness and your Sales Volume 


depends directly upon the selling dynamite you 


give to them. 


Action-producing.... sales getting dynamite 
is ready for your immediate use__Yes__ the 1949 
Aggressive Selling Film Series is packed with 
practical selling "Know How" which your men can 
use in their very next interviews. Firms al- 
ready using this series tell us they are getting 
business their salesmen might otherwise be 
losing. 


Are your men PRICE CONSCIOUS? Do they have 
trouble CLOSING? Do they sell the BENEFITS AND 
ADVANTAGES of your product or service? These 
are only a few of the phases of selling covered 
in the Series. 


Wire or write for full details TODAY—NOW is 
when you expect your men to produce MORE SALES! 


ROCKETT PICTURES, INC. 


6063 SUNSET BOULEVARD 


Hollywood 28, California. Telephone: GRanite 7131 



















































































Puitoiirs Brooks NICHOLS 


Audio Productions, Inc. Names 
Phillips B. Nichols Sales Manager 
@ Puitties Brooks NicHo ts, for- 
merly of RKO-Parue, INc., has 
been appointed Sales Manager of 
\tpto PRrRopuctTions, INC., pro- 
ducers of business and educational 
hlms as well as motion pictures 
for television. 

Mr. Nichols recently resigned as 
Manager of the Commercial Film 
and Television Department of 
RKO-Pathe, Inc., which he orga- 
nized for that company in 1945. 
Some of the outstanding films pro- 
duced under his supervision have 
been Mr. Bell, the Alexander Gra- 
ham Bell centennial film for the 
American Telephone and Tele- 
graph Company, Behind Your 
Radio Dial for the National 
Broadcasting Company, This Gra- 
cious Heritage for the Gorham 
Manufacturing Company, General 
Mills Today, the 1948 annual re- 
port of that company, and Hori- 
zons Unlimited for the Automo- 
bile Manufacturers Association. 

Mr. Nichols’ appointment to 
head-up all sales activities for 
Audio Productions, Inc., is part 
of the company’s new expansion 
program, recently announced by 
FRANK K. Spemet, President, 
which includes additions to the 
writing staff and added space for 
production. 

Pictures for the Association of 
New Jersey Railroads, Chilean 
Nitrate Sales Company, McGraw 
Hill Book Co., National Board of 
Fire Underwriters, National Can- 
cer Society, The Texas Company 
and the U. S. Navy are now in 
production at Audio, in addition 
to several series of television films. 


Wolff To Paris For ECA 

@ With the completion of his 
duties as associate producer of 
Lost Boundaries, LOTHAR WOLFF 
has been granted a leave of ab- 
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sence by Louts DEROCHEMONT to 
plan and direct motion picture 
production activities for the Eco 
nomic Administra 
tion. He has left for Paris where 
he will be attached to the Office 
of the Special Representative. 


Jam Handy Adds Paul Bencks 


@ Paut Bencks, new face in the 
JAM HANbyY ORGANIZATION, is 
slated to head up the Equip 
ment Evaluation Section of the 
rraining Devices Department. 
Bencks moved to Jam Handy from 


Cooperation 


PAUL BENCKS 


a post with the American Optical 
Co., and previously was attached 
to the Special Devices Division of 
the Navy. 


Frank Seaver Rejoins Jam Handy 
\nother change of personnel at 
the JAM HANbY ORGANIZATION in 
volves the return of FRANK SEA 
ver, with JH between 1939 and 
1945. He has rejoined the sales 
and contact staff of the New York 


Hello There:-- 


Yas j 
Why Hat 1€1- Me Guate 


y, // 
YOU R41 YOU" MCA {Mt 


j ; r 
BiG? 1QuUnid matey 


J ) 
iciiNre 
/ 


f 
1104+ 


Lily G41 

budg Lu 

SAM ORLEANS 
AND ASSOCIATES, INC. 


821 Sterick Bidg 211 W.Cumberiond 
Memphis 


Phone 37-5800 


Knoxville 


Phone 3-9098 


TENNESSEE 
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FRANK SEAVER 


ofice and will be responsible for 
television production work. 


John L. McGuire Joins Sarra, Inc. 


@ Sarr, INC. has added Joun L. 
McGuire to the Chicago sales 
staff. He will assist Tep Crorut 
in Midwest area film sales. After 
the war, in which he was a Marine 
pilot, he was associated with the 
NATIONAL PROVISIONER magazine. 
Re es 

ip ‘ sna ae 





RicHArRD G. Dorn 
Ross Roy's photo, film head 


R. G. Dorn Joins Detroit Group 
@ Ricuarp G. Dorn has been 
placed in charge of all photo 
graphic and film production of 
Ross Roy, INc., Detroit ad agency. 
Following his graduation from 
Cornell University in 1930 with a 
degree in mechanical engineering, 
Dorn was employed by the Sun 
Oil Company and later went with 
the Jam Handy Organization 
where he supervised slidefilms and 
motion pictures. 


Baumstone Joins Family Films 

@ New General Sales Manager of 
Famity Fitms, INc., is HAROLD 
BAuMSTONE, who leaves Post Pic- 
tures Corp. FF is a new organiza- 
tion devoted to the production 
and distribution of modern reli 
gious and sociological 16mm films. 
As GM, Baumstone will operate 
out of NYC, 
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Quality and Economy... 


Our scripts will cost no more, and 
probably will cost less, than 
you're actually paying now. We 


can prove it. Ask us. 

















crip by 


The Complete Film Writing Service 





GUARANTEED ACCEPTABILITY 


709 ATLANTIC BLDG. 


WASHINGTON 4, D.C. @ EXECUTIVE 5941 


930 F STREET NW 


















































VARIABLE SPEED MOTOR 


with TACHOMETER 


for 


CINE SPECIAL CAMERA 
AND MAURER CAMERA 


+ 115 V. UNIVERSAL MOTOR—AC-DC 

+ VARIABLE SPEED 8-50 FRAMES 

+ SEPARATE BASE FOR CINE SPECIAL 

+ ADAPTER FOR MAURER CAMERA 
Interchangeable Motors: 

12 Volt DC variable Speed 8-50 

Frames. 

115 Volt AC 60 Cycle, Synchronous 
Motor, Single Phase. 

220 Volt AC 60 Cycle, 3 Phase, Syn- 
chronous Motor. 





r 











ee 





d4nimation Motors for Cine Special, Maurer 
and Mitchetl Cameras. Motors for Bolex and 


Filmo Cameras. Time Lapse Equipment 


NATIONAL CINE EQUIPMENT, we. 


20 West 22nd Street 


New York 10, N. Y. 

















Eastman Kodak Develops Process 
For Low Cost Full Color Prints 


@ Movement in the photographic 
industry is away from complicated 
processes and cabalistic equipment 
and towards a genuine simplifica- 
tion of techniques heretofore re- 
stricted to talented professionals. 
\ recent indication of this was the 
Land one-minute camera. An- 
other, equally important in terms 
of a trend, is the newly announced 
Eastman Kodak Flexichrome Proc 
ess for full color prints. 

Putting it in terms of cause and 
effect, this process uses brush 
applied color dyes to convert a 
print to a true full-color picture. 
No special equipment or addi 
tional darkroom facilities are 
needed, and color prints may be 
made from either black and white 
negatives or color transparencies. 

Step by Step: Take a black and 
white negative and make either a 
contact o1 projection exposure on 
Flexichrome Stripping Film. Proc 
css through simple baths to arrive 
at a gelatin relief image. Transfe 
relief image to a permanent sup 
port—any type of fixed-out photo 
graphic paper. At this point, some 
fifteen minutes after process be 
gan, you apply Flexichrome colors 
with a brush. These are absorbed 
selectively into the image, in pro 
portion to thickness of the gelatin. 
This is the key to color values, 
for the print, with semi-automatic 
response created by the special 
baths accepts only a certain 
amount of the color applied. 
Highlights and white areas ac 
cept littl or no color, and so 
remain clear. 

Only special skills required are 
in the hand-applied brush process. 
Some experience in working with 
color is necessary, and the Flexi 
chrome Process can be considered 
easy only when the color operator 
has gained experience with it. 

Portrait, commercial, and illus 
trative photographers will find 
this new technique of value, as 
will the business—which 
now has a low-cost source of full 


display 


color pr ints. 


Advertising and editorial work- 
ers can use it in projects where a 
number of different illustrations 
ranging from line drawings to col 
or transparencies are to be com 
bined in the production of an 
advertisement or editorial page. 
Flexichrome film simplifies this 
work since any type of continuous 
tone or ling copy can be copied on 
the film, stripped in position on 
the combined page, and colored 


in any way desired. 
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Westrex Economy Re-recorder 
@ A new 
recorder developed especially for 
use in small studios that demand 
highest quality at relatively low 
cost has been announced by the 
WESTREX CORPORATION. 

This completes the 
Westrex line of 35mm and l6mm 
recording and re-recording equip- 
ment from which studios may 
make their selections to 


35mm “economy” re- 


assembly 


meet 
budget demands. 

As in all Westrex re-recorders, 
ample space is provided adjacent 
to the film path in order that a 
supplementary magnetic repro- 
ducer may be installed if desired. 
Thus, photographic or magnetic 
reproduction may be obtained by 


simply throwing a switch. 


Palm-Size Optical Pointer Puts 
Your Finger on the Screen 

@ PENBERTHY INSTRUMENT CorpPo- 
RATION Of Spokane, Washington, 
has developed a projection aid 
that materially assists a lecturer, 


OPTICAL 
ere 


y 
ARROWHEAD 





The Penberthy Optical Pointer 


supervisor or demonstrator in his 
film or slide presentation. 

rhis unit is a gun-shaped, bat 
tery-powered optical pointer 
which projects a bright arrowhead 
on the screen. Since the arrow- 
head appears at the spot the “gun” 
is pointed, the demonstrator is 
able to call attention to any part 
of the illustration appearing on 
the screen. 





— 





PRODUCTIONS, 


119 W. 57th St., New York 19, N. Y. 


INC. 








PRODUCERS OF 
MOTION PICTURES 
FOR INSTITUTIONAL, 
PUBLIC RELATIONS 
AND EDUCATIONAL 


PURPOSES 








LESLIE M. ROUSH 





JULES K. SINDIC 












Photo Research Corp. Perfects 
Color Temperature Meter 


@ Color temperature is something 
you can’t measure with a_ ther- 
mometer—although it’s probable 
that many motion picture work- 
ers have fervently wished that it 
were possible. 

When England’s Lord Kelvin 
lent his name to the science of il- 
lumination, it’s doubtful if he 
knew what a bad time he'd be 
giving cinematographers in the 
future. 

The response of color film to 
light is critical—and the labora- 
tories which produce color film 
balance for illumination of a cer- 
tain color. The color of light, in 
this connection, is referred to as 
temperature of so many Kelvin 
degrees. 

In the past, coior or color-tem- 
perature of lights has been a 
bumbling, fumbling process. Ei- 
ther the technician had to com- 
pare a visual check of the light 
source with a visual check of the 
light given off by reflected candle- 
light, or busily spin knobs to 
match a fixed color with a portion 
of a color wedge illuminated by 
the light in question. In the first 
case, he, like Diogenes, was forced 
to carry his own candle to seek 
the truth. In either case, if his 
own eyes were off balance in color 
perception, so would be the film. 

But no more grey hair now, for 
a new color meter has been intro- 
duced by Photo Research Corp. 
ol Hollywood, makers of the well 
known Norwood meter. 

Phis new color temperature me- 
ter is simplicity itself. Shaped 
something like a hand mike, it 
only has to be pointed at the light 
source, and a trigger pulled. This 
done, a needle on the face of the 
meter automatically indicates the 
color temperature of the 
source on an angle dial. 

Vitled the Spectra Direct Color 
Meter, this unit has a range of 
from 2,000 to 30,000 Kelvin, and 
will read color temperatures wher- 
ever there is enough light to shoot. 


light 


* 7 - 

Announce Six-Drawer Cabinet 
for Filmstrip Library Systems 
@ A six-drawer all steel cabinet, 
designed to house filmstrip library 
systems, is being marketed by the 
J. C. Corrry Co. of Chicago. 

Each drawer contains compart- 
ments for 45 titles, and each unit 
can be lock-stacked with another, 
permitting unlimited expansion. 
Instructions on filing and storing 
film-strip libraries are included. 
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Movie-Mirte adds full circle swivel 
slidefilm projector to line. 


Movie-Mite Adds Slide Projector 


@ “Bet Boy,” a new sound slide- 
film projector, is the latest item in 
the Movie-Mite Corporation line. 
New case styling, and lighter 
weight are its talking points. 

Case size 18x1714x614, weight 
291% Ibs., 300 watt lamp, 8-inch 
speaker and 16-inch 331% record 
capacity. 

Best feature is an arrangement 
for full circle swivel of the projec- 
tor for easy screen framing from 
any angle. 

. * >. 
Picture Recording Co. Designs 
Effective Point of Sales Unit 


@ Impulse buying is boosted by 
point of sales aids such as cabinet 
projectors, and one of the newest 
sales boosters in this field is the 
Pictur-Vision projector designed 
and marketed by the Picrure Re- 
CORDING COMPANY of Oconomo- 
woc, Wisconsin. 

Slides operate continuously, 
changing at six-second intervals. 
Sequences, carrying sixteen slides, 
may be changed in a few seconds. 
Easy adaptation may be made for 
speeches on wire, tape oy conven- 
tional records. The unit may also 
be converted into a training aid 
for salesmen. 


Pictur-Vision Cabinet Projector 
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Peerless Processing Announces 
Compact Film Treatment Machine 
@ A space-saving film-treating 
unit, specifically designed for the 
smaller producer, television  sta- 
tions, and those organizations 
working with smaller quantities 
of film has been developed by the 
PEERLESS FILM PROCESSING CoRPO- 
RATION. 

This model, VK-16, needs only 
6 square feet of floor space, uses 
110 volt current and can handle 
sixteen 1600-foot reels of 16mm 
film per hour—or half that quan- 
tity in 35mm. 

In a Peerless Film Treatment 
unwound reels are treated with 





S. S. Krupa heads new Holly- 
wood Peerless service station. 


chemical gas to toughen the gela- 
tin and lubricate the film surface 
for freer passage through the pro- 
jector. 

While this treatment is prima 
rily intended for “green” film, a 
modified treatment has been 
found helpful in revitalizing old 
film that has become brittle or has 
deteriorated. 

Peerless has recently issued a 
new edition of its folder, “Twenty 
Questions on Film Protection,” 
and it is free on request to them 
at 165 W. 46th St., New York City. 

Peerless recently, to fill out serv- 
ices not offered by commercial 
film laboratories, opened a Special 
Service's station at 959 N. Seward 
St., Hollywood. 

This station, under the direc- 
tion of Suzon Steinle Krupa and 
Tommy Avres, will be available to 
producers with limited facilities, 
to distributors for cutting and ed 
iting and all special handling of 
film. The station will be equipped 
with the VK-16 units for Peerless 
Film Treatment. 








BUTT-WELDED SPLICES in magnetic 
tape are inaudible on playback. 


New Butt-Weld Splicer Announced 
For Magnetic Recording Use 


@ PresroseaAL Mrc. Corp. of New 
York, designers of butt-weld splic- 
ers for the audio-visual field, have 
announced a new unit permitting 
critical splicing of quarter-inch 
magnetic tape without use of ad- 
hesives or loss of tape material. 

Operating principle of the unit, 
MT-I Presto Spticer, is based on 
heat and pressure applied within 
a controlled time cycle. The weld 
is obtained without adding to the 
thickness of the tape, and the 
splice is inaudible even with play- 
back amplifier at maximum gain. 

Information may be obtained 
from L. A. Herzig, Sales Div. Pres- 
toseal Mfg. Corp., 38-01 Queens 
Blvd., Island City, New 
York. 


Long 


* * * 


Issue File Box for Color Slides 


@ A new KopasLive compartment 
file for 2x2 slides is available on 
the market for those who wish to 
file by group within a general sub- 
ject. 

The box consists of twelve com- 
partments hinged together in 
such a way that they form a com- 
plete file box when closed. 


Walton Humidifier Now Available 


@ If lack of humidity is you 
problem, look into the new Mopet 
30 Humipirier released by WAL- 
ron Laporarories of Irvington, 
N.]. 

This unit evaporates three gal- 
lons of water per hour, takes 230 
watts of power, needs no piping 
or duct work and is designed for 
use in spot humidification or as 
a humidity booster. 


Tay 
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NEW PRODUCTST FF 


AUDIO-VISUAL EQUIPMENT FOR BUSINESS & INDUSTRY 


Display King Slide Projector 

Line Has 128 Basic Variations 

@ An impressive new automatic 
slide projector was demonstrated 
last month in New York. The 
DispLay KinG, made in 128 basic 
Variations to meet almost every 
display need, consists of a 300 on 
1000 watt 
coupled to a sheet steel base plate, 


Viewlex — projector 
a motorized automatic dimmer, 
motor operated changer, and fan 
housing. It comes in four sizes for 
8, 12, 16, or 32 slides on an easily 
interchangeable circular mount. 
The timing of the dwell for each 
slide can be custom set at the fac 
tory according to the purchaser's 
requirements, but is normally 414 
seconds, or, with coupled dimmer, 
71% seconds. 

With the coupled dimmer, th 
Display King automatically fades 
one picture out and another in, 
gradually, from 0° to 100°; ol 
full intensity, and with no abrupt 
change from subject to subject or 
from light to dark. At the same 
time, the dimmer can handle one 
other incandescent load in Opposi 
tion to the projector lamp. This 
feature is especially useful to fade 
in and fade out a translight of the 
company name or trade mark in 
an adjoining set-up. 

A remote control switch can 
also be used with the Display 
King, if desired, providing a dwell 
length of any time required. 

With its variations of size, lamp 
wattage, lens focal lengths (2” or 
5’), with or without dimmer, 
stripped or with portable case, 
conventional or remote control, 
and timing, the Display King of- 
fers a tailor-made tool for a wide 
variety of displays, exhibits, trade 
shows, visual education or sales 
training programs. 

Display King is made by Gale 
Dorothea Mechanisms of Jackson 
Heights, Long Island, N. Y. 


DispLay KiNG slide projector has 
coupled dimmer permitting fades 
from one picture to the next. 






























































MUSLIN AND BALSA woop make up the 
super-size packages on this TV set 
The King-Size Cigarette 

Gets a King-Size Television Set 

@ One of the current series of Pall 
Mall commercials now being tele 
vised on 22 stations shows a group 
of dancers waltzing about some 
giant cigarette packs, pulling out 
a cigarette and bringing on a huge 
match. 

Granted that Pall Malls are 
King-Size, midgets still don’t come 
that small, so Pathescope crews, 
faced with the producing job on 
ad agency Sullivan, Stauffer, Col- 
well & Bayles’ script, went to work 
to build a series of thirteen Pall 
Mall packs ranging in height from 
two to ten feet. 

After a lot of testing to get the 
right shade to simulate Pall Mall's 
familiar red, a neutral gray was 
chosen, and the packs were con- 
structed of muslin stretched on 
hight balsa wood frames. 

To maintain the illusion that 
the dancers were Pall Mall size, 
it was necessary that nothing ap 
pear in the picture but the danc 
ers, packs and match, so the entire 
set was draped with 250 yards of 
black velvet from floor to ceiling. 

Pall Mall's sequence 
constitutes only half of a 


illusion 
Sixty 
second commercial, the rest being 
animation. 


It's one more indica 


tion that big time TV advertisers 
are now sparing no pains in pro- 
ducing 


something startling and 


new to garner audience attention. 
Twice As Many Miss Rheingold 

Ballots Convince Sponsor To Renew 
@ Following on last vear’s suc 
cessful promotion, during which 
Miss Rheingold 
ballots were cast as in any pre 
Brew 


cries will again sponsor a series of 


twice as many 


vious vear, the Liebmann 


five minute films in 65 appear 
ances during August on five New 
York television stations. 

Miss Rheingold of 1950 will 
consist of a similar series to that 
which ran in 1949, presenting the 
six new short 
interviews on their qualities for 


candidates giving 


election to the top modeling job 
in the Cone & 


Belding is the agency, and Cara 


country. Foote, 


vel Films will again produce the 


popular T\ 


film series 
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There’s Less Hesitation About Paying TV Costs 


Community Chests To Use Puppets 
In This Year's October Appeal 

@ The Community Chests of 
America are sponsoring a nine 
minute film featuring marionette 
characters that will be used 
throughout the country during 
the October appeal this year. 
Community 
Chest will use color prints of the 
film in non-theatrical group show- 
ings, and black and white prints 
for television shows are also being 
distributed. 


Local councils of 


Marionettes are expected to de- 
liver in amusing style several seri 
ous portions of the Community 
Chest 
against 


message, such as advice 


donations to beggars 


and uninvestigated charities. The 
script and film idea were originat- 
ed by Mrs. Eloise Walton, an ex- 
ecutive of the Fund. Films For 
Industry, Inc. is the producer. 

Six marionette characters are in 
the case, headed by a sprightly, 
apple cheeked youngster, “Red 
Feather,” who typifies the Chest 
welfare activities. Other figures 
are a well-fed beggar, and Mr. 
and Mrs. Public, a fluttery Society 
matron, and a Mr. Meek. 

The puppets were created by 
Mary Chase, who also built the 
string-animated Elsie the Cow, 
and has been active in puppetry 
work for various television proj- 


ects. 


to the 


National Committee on Films for Safety 





















evese vasvens 
leachung Safety 





} 
~ savere | 


= Facto 
trvtody s Different 


wae sactows om sarey 
Setety's Case Histories 


for Its Special Award* 
for the Human Relations 
Series Which We Had the 


Pleasure of Producing for 


Vj The National Safety Council 





rs 
ort 








*In recent years, “Safety Oscars” 
have gone to such other Sarra films as 
“15 Minutes To Go,” “Mary Jones Goes 


to Court,” “You and Yours,” “Home 





Safe Home” and “Traffic Jam Ahead.” 
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Sarra Turns Out New Minute 
Movie for TV Toothpaste Ad 

@ TV audiences throughout the 
nation are being introduced to 
the new Amion ammonia-pro- 
ducing tooth paste through a 60- 
second commercial made by Sarra 
Inc. 

Filmed in Chicago studios, the 
tele-commercial was supervised by 
George Bantin, advertising man- 
ager for J]. B. Roerig and Com- 
pany, makers of Amion. 

Primary use of the commercial 
is on the Dumont Network’s Sat- 
urday evening variety show, “Cav- 
aleade of Stars,” featuring Jack 
Carter. Film is also used as a spot 
announcement over TV stations 
in Amion’s distribution areas from 
coast to coast. 
the commercial 
was directed by Joseph G. Betzer, 


Production of 


Sarra director of film planning, 
and Harry W. Lange, production 
manager. 

> > >. 


TV Technicians See Lone Ranger 

Footage One Day After Shooting 

@ The entire unedited films of 
the daily shooting of the special 
Lone Ranger television — series 
sponsored by General Mills for 
showing over the video network 
of the American Broadcasting 
Company are being shown to 
technicians from the network and 
the Apex Film Corporation, 
which is producing the film, just 
one day after 
made. 


the pictures are 
This has been done on a 
daily basis since July 8. 

Ihe filming of the Lone 
Ranger series started on July 7 
and General Mills will present 
the series on ABC in the fall. 

The daily screenings of the 
dav's take are shown on a closed 
circuit through a conventional 10 
in the ABC televi- 
sion studios in Hollywood. 

Both 35mm and 16mm films are 
being planned in order to prov ide 


inch receiver 


both types for telecasting by sta- 
tions using each of the two sys- 
Ihe Lone Ranger will be 
shown on weekly half hour tele- 


casts. Apex has contracted for 52 


tems. 


complete episodes. 


. > . 


“Little Pablo” May Come to TV 

@ Iwo black and white 16mm 
films based on the Little Pablo 
and Gordo cartoon strips have 
been completed by Reed Hay- 
thorne, ASC, for distribution by 
the Donald Smith Co. of San An- 
tonio, Texas, in the 16 mm field. 
Contracts call for six a year—and 
makers hope that TV pro- 
vide a market area. 


may 
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NEW PRODUCTION CENTER 


building so that all visual train- 
ing media could be efficiently pro- 
duced under one roof had been 
planned for some time. In the 
new building are separate floors 





for projection room and shipping CONSOLIDATED 
facilities, graphics and  slidefilm Film Industries For the BEST in 
production where 25 artists and a complete service 


animators are normally employed, includes: LABORATORY SERVICE 


a script and editorial department, Kodachrome 
> ’ 
and the executive offices. Reproductions It 5 = ¢ t 
Now 1 


in progress at the new 





building are an extensive series Developing Complete laboratory service for 16mm 
of visualizations of all types for 135 
and 35mm films. 
the Office of Naval Research in Reduction Printing 
connection with basic orientation Contact Printing B acilities second to none in Hollywood 
for recruits, visualizations for Air : i ad | 
, Dailies cutting rooms, projection rooms, vault 
Force ROTC manuals, a visual siete Sion Guiles quit emesis 
nt? storage, s sly e > ac > 
training program for the J. C. Release Prints in ofthe baa gi: a 
color or black and shop for maintaining and developing 
white... 16 mm precision cine equipment. 
and 35 mm 
Titles and Qptical B mediate service. A large staff of pro- 
Sraimincty pesscnep, Frederic House's Work fessional union technicians is maintained 
new quarters are at 351 W. 48th St., in BI to handle your needs quickly and 
mid-town Manhattan. axto.3 


efficiently. 


Projection Service apa ; ‘ 
All Frederic House Facilities Sh a. : F I quality service costs no — 
Are Centralized Under One Roof Receiving Service Contact us about your work today! 


@ Freperic House, INc. has pur- 
chased a building at 351 West 
ith Street, New York, and has 
completely rebuilt it, inside and 
out, to provide increased facilities 


CONSOLIDATED FILM INDUSTRIES 


A Division of Republic Pictures Corporation 

959 Seward Street, Hollywood, California 
Telephone — HOllywood 9-144] 

for the production of visual train- NEW yorK: 1790 Broadway, New York 19, N.Y. 


ing media. 





Ss ine i F ’ Presipent Ropert Davis (left) scans d i ’ — pe " , : ae : 
umming up his company’s (i features of Art Depertment with | SPECIFY THE PRODUCTS ADVERTISED IN THESE PAGES 
progress over the past three years, that section's head, Millard David. 
president Rosert F. Davis said 
that the move to functionalize a | Penney Company, a_ series of 
sound slidefilms for the American 
Hotel Association and a new mo- 
e , P 
tion picture on peace time uses of 
ype ] CS atomic energy for the State De- 
" - partment, 
...a small item in the Frederic House's academy award 
: . : . winning film short, First Steps re- 
cost, but a big factor in cently added to its laurels by 


the appearance of the garnering the blue ribbon for best 


—_— ° short documentary subject at the 
finished production. RG EE aS A, one of Hollywood's 


Officers and employees of the ace Directors of Photog- 
THE KNIGHT STUDIO organization invite visitors to raphy, gives his expert — 
341 EAST OHIO STREET - CHICAGO 11 drop around. professional know-how in 









first time 








oe e am * 
TI moe | Painting with Light 
COLOR © B&W © BLOW-UPS © REDUCTIONS © SPECIAL EFFECTS This new book fully explains, for the The sponte information you need 
CINEMATOGRAPHY @ RECORDING ® TV FILM PRODUCTION SERVICE first time, all equipment used in Hol- #0 achieve the best, most striking 





lywood today for lighting. It tells you photography, from 6 mae whose 


BEAUTIFUL 3-COLOR 35mm THEATER PRINTS just what equipment to use and where Dictares are cited as Tsome of Ms 


to place it to get the photographic ef- most exciting in cinema annals.” 
FROM YOUR 16mm COLOR ORIGINALS! fects you want, both indoors and out. 295 illus. & diagrams 


It shows how to light different types 





@ PRECIS SION OPTIC CAL PRINT N 2 -- pes, @ Scene Doctoring and Quality Alter ation of faces for close-ups, how to create SEE IT FREE <—_ eee 
salad ee ee a ae mood with lighting, how to pick a 
led @ Background Projection and Trick Photography 


The Macmillan Co., 60 Fifth Ave., W. ¥. 11 


Please send me a copy of ‘Painting with 
Light” @ $6.00. 1 will either remit 
in full or return the book in 10 days 


aon > Setitahen davchastin tip tibia tana good outdoor location and whet equip- 

soredp + soe ment to use in all kinds of outdoor 
scenes, how to indicate different times 
of day in interiors, how to photograph 
rain, storms, firelight, night écenes, 
and scores of other special scenes. 





urate Editing @ Research and Experimental Work 









Experienced Major Studio Technicians — The Best in Precision Equipment — Modern Sound Stage 


FILMEFFECTS of Hollywood Hollywood 38, Cali 











Signed 


Address 
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Business Screen 





National Ass'n of Photographic 
Manufacturers Elects Officers 

@ josern ( 
The Haloid Company, Rochester, 
New York, has been elected presi 


WILSON, pre sident, 


dent of National Association olf 
Photographic Manufacturers, Inc. 
He succeeds James Forrestal, vice 
president and general manager of 
the Ansco and Ozalid Divisions, 


General Aniline & Film Corpora 












































JoserpH C. WILSON 
lo head NAPM actwittes 


tion, Binghamton, New York, Wil 
liam ¢ 
tor of the Association announced 


Babbitt, managing direc 


last month 

F. Glenn Hamilton, vice-presi 
dent, Pako Corporation Minne 
apolis, Minn., and Teo Molin, 
director of sales, Photo Products 
Dept., E. 1. duPont de Nemours 
& Co. Inc., Wilmington, Delaware, 
were clected vice presidents and 
Ht. A. Schumacher, vice-president, 
Gratlex, Inc., Rochester, New 
York, was elected treasure? 

Elected to the Board of Direc 
tors were Mr. Wilson; F. Glenn 
Hamilton; E. J. MeGookin, gen 
cral manager, Revere Camera 
leo Mo 
lin; Frederick G. Simmon, presi 


Company, Chicago, Ill 


dent, Simmon Brothers, Inc., Long 
Island City, N.Y George G 
Ischume, manager, Photographic 
& Special Government Division, 
Bausch & Lomb Optical Company, 
Rochester, N.Y., \dolph Wert 
heimer, vice-president, Radiant 
Manutacturing Corp., Chicago 
Ill.; and Andrew A. Wollensak, 
secretary, Wollensak Optical Com 
pany, Rochester, N. ¥ 

Those who continue to serve as 
members of the Board of Directors 
are James Forrestal; J]. A. Calder, 
sales manager, Camera Division, 
David White Company, Milwau 
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kee, Wis.; L. S. Kubiac, president, 
The Photogenic Machine Com 
pany, Youngstown, Ohio; and 
James E. McGhee, vice-president, 
Eastman Kodak Company, Roch 
ester, New York. 

The National 
Photographic Manufacturers is 


Association of 


comprised of concerns from Coast 
to Coast which produce somewhat 
more than 90°, of the total pro- 
duction of photographic products 
in the United States. 


Radiant Screen Names Feldman 
As Their New Sales Manager 

@ Rapiant Merc. Co. has moved 
HeRSCHEL Y. FELDMAN to the posi 
tion of Sales Manager. Feldman 
has been with Radiant for the 
past two years, starting as assistant 
































































HERSCHEI 


manager 


e SALES PROMOTION 
eSALES TRAINING 
© JOB TRAINING 

e PUBLIC RELATIONS 
e TELEVISION 





Y. FELDMAN 


then moving 
General Manager in January. 





Prcvlas oD Baskand 


WALTON BUILDING 


ATLANTA 3, GEORGIA 


MOTION PICTURE PRODUCTION 


16MM 





35 MM 








RCA Victor Appoints Odorizzi 
As VP in Charge of Service 

@ A recent announcement tells 
that CHartes M. QOporizzi has 


been appointed vice-president in 
charge of service of the RCA 
Vicror Division of the Rapio 
CORPORATION OF AMERICA. 

Mr. Odorozzi recently resigned 
as vice president and general man- 
ager of the mail order division of 
Montgomery Ward & Co., where 
he had been since 1945. He joined 
Montgomery Ward in 1937. 


G. E. Grenier Added to DeVry 
Sales Staff for Detroit Area 


@ G. E. Grenier has been ap- 
pointed to the Sales Division of 
the DeVry Corporation. He will 
devote his time primarily to the 
industrial market in the motor 












Grorce GRENIER 
will sell Detroit industry 


city of Detroit and surrounding 
area. His address is 22432 Over- 
lake Drive, St. Clair Shores, Michi 
gan. Mr. Grenier was formerly 
associated with Instructional Arts 
of Detroit as motion picture 
equipment sales representative. 


Cone and Knight to Serve Film 
Requirements in Texas Area 


@ E. S. Cone and Davip KNiIGHI 
announce the opening of then 
films equipment exchange CINE- 
MART CreNTER at 712 Gray in 
Houston, Texas. The center will 
handle Ampro motion picture pro- 
jection equipment and accessories 
as well as features and entertain 
ment short subjects. 

The Cinemart Center will give 
special attention to film schedules 
requested by personnel managers 
in the Texas area. Both Cone and 
Knight were previously with Vis 
ual Education, Inc. and have had 
experience in formulating recrea 
tional, promotional, and sales 
training film programs for indus- 
trial and commercial concerns. 
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CARL STAUFF 


Bell & Howell Appoints Stauff 
To Gov't Sales Liaison Post 

@ Bett anp Howe tt Co., in a 
move underlining the importance 
of government contracts, has an 
nounced the appointment of Cart 
STAUFF as coordinator of govern- 
ment sales. Stauff was liaison off 
cer between Signal Corps Pro 
curement and the Army Pictorial 
Service during the war, and has 
been working in the photographic 
field for twenty-five years. 

His responsibility at B&H will 
be the interpretation of present 
and anticipated needs of the vari- 
ous armed services. His hope is 
tO assist activity in research and 
development projects that will 
keep the science of motion picture 
photography abreast of the rapid- 
ly advancing government require- 
ments. 


R. H. Maybrier Now in Charge 
Of Southwest Soundfilms Sales 
@ Roserr H. 


manager of the 


MAYBRIER, sales 

Distributors 
Group, Inc., of Atlanta, Georgia, 
since 1941, is now in charge of 
sales for SoUTHWEST SOUNDFILMS, 
Inc., of 423 South St. Paul Street, 
Dallas, Texas, and has moved his 


residence to Dallas. 


R. D. Faber Moves From Coronet 
Films to Ideal Pictures Corp. 

@ Roserr D. Faser, sales promo 
tion manager for Coronet Instruc 
tional Films, has been appointed 


TRUNISS UL  eri 


Specialized lens 
and 


ven LENS COATING 
SEPT e epee PT iets S38 
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manager of the IpeAL Picrures 
Corporation office, at 207 E. 37th 
street, New York City. 

Ihe 34-year-old former lieuten 
ant-commander joined the staff of 
Coronet in January, 1946, follow 
ing five and one-half years in the 
Navy. 


Ropert D. FABER 





Young America Films Creates New 
Title for T. C. Morehouse, Jr. 

* Young 
rectors has handcrafted a new title 
for T. C. Morenouse, ]R., director 


America’s board of di- 


The new label 
in Charge of 


of sales since 1945. 
is Vice 
Sales. 
YA Films has elected its other 
othcers, all 


President 


holdovers from pre 
vious posts. The line-up is Stuart 
Scheftel, President; Godfrey Elliot, 
Executive Vice John 
W. Groves, Treasurer and Rich 
ard Reiss, Secretary. 


President; 


RCA Shifts J. H. McConnell 

@ JosepH H. McConne tt, who has 
been vice-president in charge of 
finance for RCA, now is executive 
vice president of the corporation. 


Lindstrom Replaces Benoit-Levy 
As UN Film and Visual Head 

@ EANJANDUNNAR LINDSTROM, 
Swedish film censor, has been ap- 
pointed as the new director of the 
film and visual information divi- 
sion of the United Nations De- 
partment of Public Information. 


RENTALS — SALES 
— SERVICE 
Eyemo, Mitchell, 
Bell & Howell, Wall, 
Cine Special Cameras 


: Bausch & Lomb 
e: “Baltar” lenses and 
others for Motion 
Picture Cameras 










FOR stccwvate COLOR CONTROL 
IN FILM PRODUCTION 
















Olle Comstedt, 
A.S.C.,interna- 
tionally known 
color expert, is 
shown using his 
Spectra on set 
of his recent 
industrial films. 


THE FIRST DIRECT 
COLOR TEMPERATURE METER 


FOR INSTANT. . . DIRECT COLOR TEMPERATURE 
READINGS of BOTH NATURAL and ARTIFICIAL LIGHT 


Now a color temperature meter that, for the first time, 
eliminates the chance of human error. The Spectra is 
absolutely accurate, featuring an extra sensitive photo- 
electric cell, yet is as simple to use as an exposure meter. 
Point it at the light source, touch the trigger, and the 
needle registers the color temperature within a 100° 
Kelvin. Proper correction filters are imme- 

diately indicated for the perfect exposure ac- 

cording to color balance of film used. Tested cop, 
and proven by industrial and educational pice 4) 
ture producers who lead in color production. 4S” ) 

i 


| 





FOR 
COMPLETE 
DETAILS 

WRITE TO 





PHOTO RESEARCH CORPORATION 


15024 Devonshire Street, San Fernando, California 


PRODUCTS AND SERVICES ADVERTISED IN THESE PAGES 
ARE QUALITY LEADERS IN THE AUDIO-VISUAL FIELD 


EERLESS 
FILM TREATMENT 


.»-the original 
vapor-in-vacuum 
film process... 


Feeguess “MAKES FILM LAST LONGER” 


WRITE FOR FULL DETAILS 


yy FILM PROCESSING 
ld dd iia\) CORPORATION 


165 WEST 46th STREET, NEW YORK 19, N. Y. 
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for price and quality 


COMPCO 


precision man ufactured 


STEEL FILM CANS 
AND REELS 


Tempered steel reels hold to width... 
eliminate film rubbing and binding. Cans 
protect your valuable films from damage 
in shipping and handling. Reels and cans 
are lustrous, baked-on, hammertone gray 
finish. 
See Your Visual Education Supply Dealer 
or Write to Manufacturer for Information. 








COMPCO CORPORATION 


2253 W. ST. PAUL AVE. 
CHICAGO 47, ILLINOIS 














EDL SOUND READER 





Used with Rewinds For Editing 
16mm and 35mm Sound Film 


*® Completely self contained, PM Speaker, volume 
control, off on switch, etc., all inside compact 
6%” H x 6” Weight 7 Ib 


W x 6” deep case 


SW audio power 
® Operates on 117V 60 cycles AA 
No Fly Wheel 


damage to film 


. 


instant start and stop, with no 


® Price $185.00 net F. O. B. Chicago 


EDL COMPANY 


2007 S. Michigan Ave. Chicago 16, Ill. 


MAGNETIC RECORDING 


(CONTINUED FROM PAGE _ SIX) 
Recorder, made by the Hallen Corporation of 
Burbank, California; the Rangertone, manu- 
factured by Rangertone, Inc., of Newark, New 
Jersey; the RCA conversion of its standard 
recording system to magnetic; the Reevesound 
Magicorder and Magimite, made by Reeve- 
sound, Inc., of New York; and the Western 
Electric Company's conversion of the WE 
model RA-1231 photographic film recorder to 
magnetic sound. 

These instruments vary widely in price, 
running from about $1500 to $8000. Require- 
ments will be different among various pro- 
ducers, some desiring simplicity, portability 
and low cost; others wanting a complete re- 
cording system with all possible refinements 
regardless of cost. Generally, there is a syn- 
available meet 
practically all demands. As recorder develop- 


chronous recorder now to 
ment is in a state of flux, purchasers should 
investigate to see if new modifications are 
included on the equipment offered. Some 
manufacturers supply complete equipment for 
the list price quoted, while others offer the list 
price equipment lacking many auxiliary items. 
It is wise for purchasers to consider that some 
magnetic materials may be handled on editing 
equipment (rewinds, splicers, reels) which are 
standard for regular film use while others 
require special equipment which must be pur- 
chased extra. 

rhe Hallen is lightweight, inexpensive, and 
uses 17.5mm (split 35mm) magnetic film. The 
medium price Rangertone uses standard quar- 
ter inch tape upon which is recorded 60 cycle 
AC. current alternations to maintain synchro- 
nization with camera while not interfering 
The RCA and 


Western Electric conversions of their standard 


with normal sound recording. 


photosound recorders use 35mm coated film. 
The Reevesound Magicorders and Magimites 
offer a magnetic recording system complete in 
(CONTINUED 


ON THE 


FOLLOWING 


PAGE) 





(Above) Reeves Magnetic Film Recorder 


— 16mm AUTOMATIC 

e PROCESSING MACHINE 

ter TY salons ond oral predwere. Com Suge 
quick selling! (Incl. tax ONLY 


Write for details and Film Production "Sturelab” Catalog 


S. 0. S. CINEMA SUPPLY CORP. 


Dept. H, 602 West 52nd St., New York 19 





Saue-Kate 


FILM PROTECTION 


The only film protection that pro- 
vides a slippery-smooth surface 
for easier trouble free projection 


Gives Your Films 
Extra Mileage 


* Guards against 
scratches, wear and 
climatic changes. 


* Keeps films flexible 
—reduces breakage 


* Protects the sound 
track 


500%, INCREASE IN LIFE 


Save-Kote is a scientific process that covers 





any 8, 16 or 35mm film with a tough, im 
pervious coating that protects and preserves 
your film against dirt, dust, scratches, finger 
extreme cold, 


prints, abrasives, excess heat 


oil or high humidity. Save-Kote contains no 
injurious chemicals and cannot affect the film 
in any way. Can be applied to any film— 
new or used—color or black & white. 

$1.25 per 400 ft. 
large 


Save-Kote is inexpensive! 
reel. Special quantity discount on 
orders. Minimum order 


SAVE-KOTE YOUR FILMS TODAY! 


DEALERS-DISTRIBUTORS: Valuable territories 
still available! Write today for complete in- 
formation about the Save-Kote plan. 


AMERICAN FILM REGISTRY 
Save-Kote Division 
28 East Jackson Bivd. Chicago 4, Illinois 

















Attention! 16mm Film 


Distributors - Producers - Owners 





A reliable film distributor dealing exclu- 
sively on 16mm sound films in the PHILIP- 
PINES is interested in leasing |6mm feature 
films for | year contract. Return of same 
guaranteed. 


(Preferably) 
War Pictures 
Serials 
Adventure 
Religions 


Stories full of 
fighting scenes 


Write for further details and include 
a Catalog to: 


INSULAR FILM EXCHANGE 


Rm. 312 De Leon Bldg. 
Rizal Avenue — Raon St. 


Manila, Philippines 
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y= You Setting Up 


A Sales Training 
Program? 


Or should you be? 


Fen Doscher named it the number one 
business problem of sales executives 
today. 


An accepted, prime tool of sales 
training is the sound slide film, 
properly backed up with Meeting 
Guides and other integrating 
material. 


We make them for: 

Lily-Tulip Cup Corporation 
Johns-Manville Corp. 
Singer Sewing Machine Co. 
E. R. Squibb & Sons 
The New Haven R. R. 
Empire Crafts Corp. 
Robert Reis & Co. 
Gregg Publishing Co. 
Remington Rand Inc. 
National Coal Association 
Westinghouse Radio 





Write or phone: COlumbus 5-7621 


245 West 55th Street 
New York 19, N. Y. 





THE MART MESSAGE 





Have you seen—Have you heard the 


HALLEN RECORDER 


For perfect synchronous magnetic tape 
recordings. High quality performance. 
Low production costs. 16 and 35 mm. 





High intensity on low amperage 


COLORTRAN LIGHTS 


Approx. 16,000 watts on a 40 amp fuse. 
Three different types to meet your needs. 





ARRIFLEX CINE-SPECIAL BOLEX 
BELL & HOWELL EYEMO FILMO 
AURICON AND MAURER 
SINGLE SYSTEM 
CAMERAS AND ACCESSORIES 

PROJECTORS RECORDERS 


EDITING AND LAB EQUIPMENT 
TRIPODS @ BLIMPS @ DOLLIES 
® PORTABLE MIKE BOOM e 
@ SPECIAL EFFECTS UNITS ¢ 


Write for Mart Message 


THE CAMERA - MART inc. 


70 WEST 45th ST 
YORK 19 N Y 
CAMERAMART 


NEW 
CABLE ADDRESS 
WORLD-WIDE SERVICE 
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MAGNETIC RECORDING 


(CONTINUED FROM THE OPPOSITE PAGE) 
every detail. Reevesound uses 16mm or 35mm 
magnetic film. 

No SHortTace OF LAB FACILITIES 

Several sound studios and film laboratories 
are offering magnetic recording and re-record- 
ing facilities usually at rates equal to those for 
photosound work. 

Precision Film Laboratories, Inc. is 
equipped with re-recording facilities for trans- 
fer of sound track from magnetic tape to 
l6mm film. The output of the tape repro- 
ducer is fed into a Maurer recorder where it 
is given proper equalization and subsequent 
processing for use in conjunction with black 
and white or Kodachrome pictures in the form 
of combined prints. Maurer re-recording fa- 
cilities give either negative or direct positive 
track in variable density or variable area form 
as desired. The tape reproducer will handle 
%4¢ inch or % inch tape at speeds of 714, 15 
or 30 inches per second. Equipment in use 
at Precision is the Rangertone console model. 

Reeves Sound Studios is equipped for syn- 
chronous magnetic recording either in studio 
or location work, using Reevesound equip- 
ment. Reeves Sound Studios has pioneered in 
magnetic research and development along 
with the Reevesound Company, an afhliated 
corporation, and is now recommending the 
magnetic system to all clients. 

Emil Velazco, Inc. has recently installed a 
newly devised recorder designed and manu- 
factured by Velazco sound engineers. Both 
direct recording on this equipment and re- 
recording from any magnetic system to photo- 
sound are included in Velazco service. 

Wuat's Been Done, Wuat'’s To Comrt 

Magnetic, though coming into wider use 
each month, has not been used as yet by most 
New York producers. Hartley Productions has 
a Hallen recorder with the Pan American 
Wings To Europe crew now on location in 
France and Belgium. Louis deRochemont has 
also used a Hallen, and recorded some scenes 
for his new film Lost Boundaries on a Ranger- 
tone. Leslie Roush has done excellent work 
on location for a new Bethlehem Steel picture 
with magnetic. 

Magnetic sound recording has developed far 
beyond the purely experimental stage, and it 
seems certain that during the next year more 
and more commercial productions will utilize 
its advantages. 

In the medium price bracket, the 
Rangertone uses \y-inch tape. 








| 
| 


| 
| 
| 








Engineered 
by Magnavox 
-Visibly . 
Better -- 





Built by makers of world-famous 
Magnavox television-radio-phono- 
graphs to do your training job better. 
For details on new automatic models, 
write ILLUSTRAVOX, 2131 Bueter 
Road, Fort Wayne 4, Indiana. 


DIVISION OF THE Magnavox COMPANY 











ities lile Ma teretel ce! 


Storage Cabinets 





Model 12, pictured 
below, will hold and 
protect up to 24 
12" records and 24 
1%" cans. 


@ When your client has the records and 
films successfully in the hands of his dealers, 
how do the dealers take care of them? To 


insure maximum success for your campaign 
those films and records must be in use a long 
time. 

We design carriers to meet your problems. 
We give you prompt, intelligent service. Our 
production and prices are right. 


Write for Standard Price List 


PANDORA PRODUCTS CO. 


929 Eton Road 
BIRMINGHAM. MICHIGAN 
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EASTERN STATES 


* CONNECTICUT ° 
Audio-Visual Corp., 53 Allyn St., 
Hartford. 
Rockwell Film & Projection Serv- 
ice, 244 High St., Hartford 5. 
Pix Film Service, 34 E. Putnam 
Ave., Greenwich. 
Eastern Film Libraries, 148 Grand 
Street, Waterbury 5. 


* DISTRICT OF COLUMBIA - 


Jam Handy Organization, Inc., 
Transportation Bldg., Washing- 
ton 6. 

Paul L. Brand & Son, 2153 K St., 
Washington 7. 

The Film Center, 915 
N.W., Washington. 
The Walcott-Taylor Company, 
Inc., 501 Mills Bldg., Washing- 

ton, 6, D. C, 


12th St. 


* MAINE + 


D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 


* MARYLAND - 


Folkemer Photo Service, 927 Pop 
lar Grove, Baltimore 16. 

Kunz Motion Picture Service, 
432 N. Calvert St., Baltimore 2. 

Robert L. Davis, P. O. Box 572, 
Cumberland. 

Stark Films, 537 N. 
Baltimore 1. 

Howard E. Thompson, Box 204, 
Mt. Airy. 


Howard St., 


* MASSACHUSETTS - 

Audio-Visual Corp., 116 Newbury 
St., Boston 16. 

Ideal Pictures, 40 Melrose St., Bos 
ton 16. 

Jarrell-Ash Company, 165 New 
bury St., Boston 16. 

South End Film Library, 56 Val- 
lonia Ter., Fall River. 

Gilbert & Kelly, Inc., 134 Mid- 
dlesex St., Lowell. 

Massachusetts Motion Picture 
Service, 132 Central Ave., Lynn. 

Bailey Film Service, 711 Main St., 
Worcester 8. 


* NEW HAMPSHIRE - 
A. H. Rice and Company, 78 W. 
Central St., Manchester. 
* NEW JERSEY - 


Vitascope, Film Distributors, 155 
Washington St., Newark 2, 
Phone Mitchell 3-7880. 


Slidecraft Co., South Orange, N. J. 


* NEW YORK - 


A. B. T. Productions, Inc., 460 W. 
54th Street, New York 19. 

Wilber Visual Service, 119 State 
St., Albany. Also 28 Genesee St, 
New Berlin, New York. 

Buchan Pictures, 79 Allen St., 
Buffalo. 

Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 

Association Films, Inc., (formerly 
Y.M.C.A. Motion Picture Bu- 
reau) 35 West 45th Street, New 
York 17. 

Comprehensive Service Co., 245 
W. 55th St., New York 19. 

Crawford & Immig, Inc., 265 W. 
14th St., New York City 11. 

Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 

Otto Marbach, 630 9th Ave., New 
York. 

Mogul Bros., Inc., 112-114 W. 48th 
St.. New York 19. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

S.O. S. Cinema Supply Corp., 602 
W. 52nd St., New York 19. 


Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 


United Specialists, Inc., Pawling. 

The Jam Handy Organization, 
Inc., 1775 Broadway, New York 

Duncan, James E., Inc. Motion 
Picture Service, 186 Franklin 
Street, Rochester 4. 

Shaw Visual Education Service, 
150 Linden St., Syracuse 3. 


Visual Sciences, 599BS Suffern. 


Bertram Willoughby Pictures, 
Inc., Suite 600, 1600 Broadway, 
New York. 

* PENNSYLVANIA + 

J. P. Lilley & Son, 277 Boas St., 
Harrisburg. 

Harry M. Reed, P. O. Box No. 
447, Lancaster. 

Kunz Motion Picture Service, 
1319 Vine St., Philadelphia 7. 
1905 Sanderson Ave, Scranton 9 

Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 

Jam Handy Organization, Inc., 
917 Liberty Ave., Pittsburgh 22. 

Clem Williams Films, 311 Mar- 
ket Street, Pittsburgh 22. 


L. C. Vath, Visual Education Sup- 
plies, Sharpsville. 


A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


* RHODE ISLAND - 


Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3. 


¢ WEST VIRGINIA - 

J. G. Haley, P. O. Box 703, 
Charleston 23. 

Pavis, Inc., 416 W. Washington 
St., Phone 35-515, Box 6095, 
Station A, Charleston 2. 

United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 

Theatre Service & Supply Co., 
Phone 24043, Box 1389 Hunt- 
ington. 


SOUTHERN STATES 


* ALABAMA + 


Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 

Stevens Pictures, Inc., 526 20th 
St., N., YMCA Bldg., Birming- 
ham. 


* FLORIDA - 


Florida School Book Depository, 
700 E. Union St., P. O. Box 36, 
Station G, Jacksonville 7, 

Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 

Orben Pictures, 1137 
Ave., Jacksonville 7. 

Ideal Pictures Co., 1348 N. Miami 
Ave., Miami 36. 

Bowstead’s Camera Shop, 1039 
N. Orange Ave., Orlando. 
Southern Photo and News, 608 
E. LaFayette St., Tampa. 


Miramar 


* GEORGIA + 
Calhoun Company, 235 Ponce De 
Leon Ave., N.E., Atlanta 3. 


Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N. E., Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


* KENTUCKY - 


Hadden l6mm Film & Projection 
Service, 423 W. Liberty, Louis- 
ville 2. 

Ideal Pictures, 423 W. Liberty 
St., Louisville 2. 


* LOUISIANA + 


Stanley Projection Company, 
21114 Murray St., Alexandria. 

Southern Pictures Company, 1024 
Bienville St., New Orleans. 





Stirling Movie & Photo Co., 1052 
Florida St., Baton Rouge 85, La, 

Ideal Pictures Co., 826 Barrone 
St., New Orleans 13. 

Delta Visual Service, Inc. 815 
Poydras St., New Orleans 13. 
HarFilms, Inc., 600 Baronne St., 

New Orleans. Since 1915. 


+ MISSISSIPPI + 
Herschel Smith Company, 119 
Roach St., Jackson 110. 
Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 
* NORTH CAROLINA + 


National Film Service, 14-20 


Glenwood Ave., Raleigh. 
* SOUTH CAROLINA - 


Palmetto Pictures, Inc., 719 Sa 
luda Ave.—At Five Points, Col- 
umbia 11. 


* TENNESSEE - 


Sam Orleans and Associates, Inc., 
211 W. Cumberland Ave., 
Knoxville 15. 

Frank L. Rouser Co., Inc., P. O. 
Box 2107, Knoxville 11. 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal 
Bldg., Knoxville. 

Ideal Pictures Corp., 18 S. 3rd 
St., Memphis 3. 

Kirkpatrick, Inc., 250 
Avenue, Memphis 3. 

Southern Visual Films, 687 Shrine 
Bidg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 


* VIRGINIA - 


Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 

Ideal Pictures, 219 E. Main St., 
Richmond 19. 

National Film Service, 
Cary St., Richmond. 


MIDWESTERN STATES 


* ARKANSAS + 


Democrat Printing and Litho- 
graphing Co., Little Rock. 


Monroe 


202 E. 


Grimm-Williams Co., 719 Main 
St., Litthe Rock. 


* ILLINOIS - 


American Film Registry, 28 E. 
Jackson, Chicago 4 — HAr 7- 
2691 

Ideal Pictures Corp., 28 E. 8th 
St., Chicago 5. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION SERVICE 
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Jam Handy Organization, Inc., 
230 N. Michigan Ave, Chicago | 

McHenry Films, 537 S. Dearborn, 
Chicago 5. 

Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 

Association Films, Inc., (formerly 
Y.M.C.A. Motion’ Picture Bu- 
reau), 206 S. Michigan Ave., 
Chicago 3. 


* INDIANA + 


Ideal Pictures, 1214 Pennsyl- 
vania St., Indianapolis 2. 

Indiana Visual Aids Co., Inc., 726 
N. Illinois St., Indianapolis 6. 

Burke’s Motion Picture Co., 434 
Lincoln Way West, South 
Bend 5. 


* IOWA + 


Pratt Sound Film Service, 720 
Third Ave., S.E., Cedar Rapids. 

Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 


* KANSAS-MISSOURI + 


Kansas City Sound Service (Ideal 
Picture Corp.) 1402 Locust St., 
Kansas City 6, Mo. 

Select Motion Pictures, 1326-A 
Oak St., Kansas City 6, Mo. 

Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, 


* MICHIGAN - 


Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., 
Detroit |. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Locke Film Library, 120 W. Lov- 
ell St., Kalamazoo 8. 


* MINNESOTA - 


Ideal Pictures, 301 W. Lake St., 
Minneapolis 8. 


Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minne- 
apolis 3. 

National Camera Exchange, 86 S. 





* OHIO - 


Lockard Visual Education Serv- 
ice, 1025 North Main Street, 
Akron 10. 

Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati. 
Manse Film Library, 2514 Clifton 

Ave., Cincinnati 19. 

Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 
Carpenter Visual Service, Inc., 
13902 Euclid Ave., East Cleve- 

land 12, Ohio. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 

Twyman Films, Inc., 29 Central 
Ave., Dayton 1, 

James B. Upp Motion Picture 
Service, 639 Broadway, Lorain. 
M. H. Martin Company, 50 
Charles Ave., S. E., Massillon. 
Gross Photo Mart, Inc., 524 Mad 

ison, Toledo 4. 

Thompson Radio and Camera 
Supplies, 135 S. 6th St., Zanes 
ville. 


* WISCONSIN - 


R. H. Flath Company, 2410 N. 
3d St., Milwaukee 12. 

Gallagher Film Service, Green 
Bay. Also 639 N. 7th St., Mil- 
waukee 3. 

Wisconsin Sound Equipment Co., 
Inc., 628 W. North Ave., Mil- 
waukee 12, 


WESTERN STATES 


* CALIFORNIA + 


Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 

Donald Reed Motion Picture 
Service, 8737 Wilshire Blvd., 
Beverly Hills. 

Camera Craft, 6764 Lexington 
Ave., Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 
Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 

wood 28. 

Ideal Pictures Corp., 2408 W. 7th 
St., Los Angeles 5. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
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Carroll W. Rice Co., 424 - 40th St., 
Oakland 9. 

Association Films, Inc., (formerly 
Y.M.C.A. Motion Picture Bu- 
reau), 351 Turk St., San Fran- 
cisco 2. 

C. R. Skinner Manufacturing Co., 
292-294 Turk St, San Francisco 2 

Shadow Arts Studio, Wickenden 
Bldg., P. O. Box 471, San Luis 
Obispo. 


* COLORADO - 
Ideal Pictures Corp., 714 18th St., 
Denver 2. 


Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


* IDAHO - 


Howard P. Evans, Audio-Visual 
Equipment, 305 N. 9th, Boise. 


* OKLAHOMA + 
Vaseco, 2301 Classen, Oklahoma 
City 6. 
H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 
Kirkpatrick, Inc., 1634 S. Boston 


Ave., Tulsa 5, 
* OREGON - 
Cine-Craft Co., 1111 S. W. Stark 
St., Portland 5. 
Ideal Pictures Corp., 915 S. W. 
10th Ave., Portland 5. 
Moore’s Motion Picture Service, 


306-310 S. W. Ninth Ave., Port- 
land 5, 


¢ TEXAS - 


Association Films, Inc., (formerly 
Y.M.C.A. Motion Picture Bu- 
reau), 3012 Maple Ave., Dallas 
1. 

Audio Video, Inc., 4000 Ross Ave., 
Dallas 4; 1702 Austin Ave., 
Houston. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1, 

Ideal Pictures, Inc., 2024 Main 
St., Dallas 1. 

Visual Education, Inc., 12th at 
Lamar, Austin; Also, 2010 N 
Field St., Dallas 1; 3905 S. Main 
St., Houston 4, 


Capitol Photo Supplies, 2428 
Guadalupe St., Phone 8-5717, 
Austin. 


* UTAH + 
Deseret Book Company, 44 E., So. 
Temple St., Salt Lake City 10. 
Ideal Pictures, #10 Post Office 
Place, Salt Lake City 1. 


* WASHINGTON - 
Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 
Rarig Motion Picture Co., East 
1511 Third Ave., Spokane. 
* HAWAII + 
Ideal Pictures, 1370 S. Beretania 
St., Honolulu, T, H. 

Motion Picture Enterprises, 655 
Kapiolani Blvd., Honolulu, 
t. 


CANADA 


General Films Limited 
Head Office: 
Regina, Sask., 1534 ‘Thirteenth 
Ave. 
Branches: 
Edmonton, Alta., 10022 102nd 
Street 
Montreal, Quebec, 263 Craig St. 
West. 
Moncton, N. B., 212 Lutz St. 
Toronto, Ont., 156 King Street 
West. 
Vancouver, B. C., 737 Hamilton 
Street. 
Winnipeg, Man., 810 Confed- 
eration Life Bldg. 
St. John’s, Nfld., 445 Water St, 
Radio-Cinema, 5011 Verdun Ave., 
Montreal, Quebec. 


FOREIGN 


Distribuidora Filmica Venezolana, 
De 16MM., S.A., Apartado 706 
Caracas, Venezuela, S.A. 

Insular Film Exchange, Room 
312, De Leon Bldg. Rizal Ave. 
Cor. Raon Manila Philippines. 





| There’s An Audio-Visual Specialist in Your Town! 
* Contact the specializing dealers listed in these pages 
| for dependable projection service, projector and accessory 
sales and maintenance and for your film needs, 

Many of the dealers listed carry stock libraries of train- 
ing, informational and recreational films for your pro- 
| grams. They are also qualified to service projection equip- 
ment for maintenance and repair. For address of dealers 


in towns not listed here write: The National Directory of 
Visual Education Dealers, 812 No. Dearborn Street, Chi- 
cago 10, Illinois. Dealer listing inquiries are invited. 


geles 28. 


| 
Ralke Company, 829 S. Flower | 
St., Los Angeles 14. 


Sixth St., New Farmers Me- 
chanics Bank Bldg., Minne- 
apolis 2. 











USE THIS DIRECTORY TO LOCATE THE BEST IN 


EQUIPMENT, FILMS AND PROJECTION SERVICE 
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BATES HELPS SALES FIELD is concerned with buying practices and the 
relationships between buyers and salesmen. It 
raises such problems as relationship between 
purchasing and using departments, reciproc- 
ity, commercial bribery and price buying. 
Both Bates pictures are more than product 
promotion (although Bates products are seen 


in the films) or mere sales and purchasing in- 


(CONTINUED FROM PAGE TWENTY-SEVEN) 


experience with its first film, the Bates Com- 
pany sponsored another picture, It’s Good 
Business, which shows the salesman’s problems 
through the eyes of a purchasing agent. Made 


primarily for purchasing agents, the new film 


“The Audio-Visual Book of the Year’ 


“EXPERIMENTS ON 
MASS 
COMMUNICATION” 


Volume 3 of the Studies in Social 


Psychology in World War II 


PUBLISHED JUNE 1949 


by the Princeton University Press 


345 pages, 


illustrated ®@ 





$5.00 the copy 


by Carl I. Hovland, Arthur A. Lumsdaine, and Fred D. Sheffield 


Here Are the Facts About the Effects of Wartime Films 


L his reports on the studies of mass communications, particularly of films, made 
during World War IL by the 


volume 
Army. These studies were part of a giant enterprise in social 
science research sponsored by the Research Branch, Information and Education Division of 
the Army, under Major General Frederick H. Osborn. Afte1 


to a civilian committee of the Social Science Research Council, which was supported by the 


the war the data were released 


Carnegie Corporation 


This book evaluates the various Army films and programs designed to make the soldier 


aware of the ideological issues behind the war. It also studies the methods used in mass 


communication of purely technical instruction. 


The contents report fully on the effects of various educational devices in increasing the 
amount learned and also provide surprising findings about the course of opinion change with 
the passage of time. Experiments dealing with changes in knowledge, opinions, or attitudes 


as a result of films and other media are reported on. 


The findings will prove indispensable to all individuals interested in mass communication 
methods for instruction and indoctrination. Data is a necessary part of their equipment. Pub- 
lished June, 1949 by the 


Princeton University Press. 


order your copy today from 


THE BUSINESS SCREEN BOOKSHELF 


812 North Dearborn Street ° Chicago 10, Illinois 





structional films. By contrasting different 
methods, and by including controversial 
points upon which no answer is sure to apply 
in all cases, both pictures provoke discussion, 
not only in the immediate audience but in 
the entire field of buying and selling. 

For instance, in the question of commercial 
bribery, there has always been considerable 
question as to what constitutes a “bribe’— 
any gift? lunch? bottle of scotch? In the case of 
reciprocity—should it supercede value? Is it 
always right? Is it ever right? Or, in the case of 
purchasing agents accompanying salesmen in- 
to using departments—is this practical? Or 
merely time-consuming with little accomplish- 
ment? 

These posers are not dodged in the Bates 
pictures, and probably are one measure of the 
acceptance which both of them have achieved. 

Another not inconsiderable point of success 
for the two films has been the attention to 
theatrical value which has gone into both of 
them. Buyers and sellers are not just stereo- 
types of their actual counterparts, but quite 
human beings in their relations with bosses, 
associates in other departments and competi- 
tors. Excellent casts in both films carried out 
the plans of S. M. Babson, sales manager of 
the Bates Company, and Caravel Films, pro- 
ducers of Bates films, to both of whom respon- 
sibility for the telling dramatic quality of /t’s 
The Little Things That Count and It’s Good 
Business can be laid. 

Mr. Babson, besides planning and executing 
all Bates film operations, appears in the pro- 
logue of /t’s Good Business to discuss the pur- 
pose of the film with J. H. Leonard, Secretary 
of the Purchasing Agents Association of New 
York. The National Association of Purchas- 
ing Agents recommends /t’s Good Business in 
its visual education program, and the Gradu- 
ate School of Business Administration of Har- 
vard University endorses and uses it in its 
classes. 

The Bates film program is an excellent ex- 
ample of how a small, progressive company, 
not an industrial giant, can utilize films with 
the utmost effectiveness. s 


Safety Film Study: Cont'd from P. 27A 


made because of difficulty in finding among 
the available films those which apply to a 
particular industrial situation or a unique 
company problem. 

Companies desiring to produce safety films 
face two alternatives: they can engage the 
services of a professional film producer or they 
can make their own films using employees as 
There are areas in safety training 
where the services of an outside producer are 
esssential; but in the direct communication of 
safe practices, a company-made film appears 
to have a useful place. 


actors. 


If the choice is be- 
tween company-made films and no films at all, 
the possibility of favorable results of company 
films may more than justify the expenditure 


for necessary equipment. 
. * * 


(Harvard Business School, Division of Re- 
search, Soldiers Field, Boston 63, Massachu- 
setts, 1949. viii + 119 pages. $1.50) 
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FB-40 PROJECTOR 





KODAK’S MOST POWERFUL 16MM. SOUND PROJECTOR... 


now available at a sensational price reduction! Important news— 
this—to anyone requiring power to fill large auditoriums in sound- 
movie projection. The “FB-40” delivers 40 watts maximum of 
undistorted output... provides desirable reserve power in smaller 
halls. More than this... it offers outstanding quality—of con- 
struction, of screen images, of sound. You have your choice of 
precision Lumenized projection lenses and powerful lamps to 
flood practically any size screen, at the desired distance, with 
crisp, sharp images. And you can mix music, voice commentary, 
or both, with sound or silent films. Remember the new low price— 
Sound Kodascope FB-40 Projector, in “blimp” case, with twin 
speakers—ONLY $495! 


SOUND KODASCOPE PROJECTORS Give You ALL THREE of These Important Features 





FLICKERLESS MOVIES The three-bieded 
shutter mekes a complete revelution every 
frome ... produces 72 fight interruptions 
per second et seund speed. As « result, 
your screenings ere free from flicker even 
a i brigh tar beyond the 
@ve-éend tamer . oft ptebili 
ty. Here's a truly remarkable safety factor 
—screenings can heve « brightness in ex- 
cess of @ thousand foot-lamberts without 
producing distracting flicker! 
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OVER-ALL SHARPNESS Integral with the TOP TONAL QUALITY The Fidelity Contre! 
lens is Kedek's makes possible reproducing the full tena! Rochester 4, N.Y. 

unique field fiattener ...an optical device scale—especially the herd-te-held “highs” 
thet serves to correct the curved imege thet ere se tial te intelligibility ef 


normally projected by Petrvel-type pro- 
lection lenses, se thet the whole image 
comes inte sherp focus at the seme piene. 
You'll see the result en your screen—vun- 
> 4 unifermity of definiti Tour 
mevies are as you like them—sherp in 
the center ... sherp in every corner! 











speech ... naturainess of music. Whether 
the emulsion is threaded tewerd or eway 
from the light beem as in the sketches 
ebove...whether you're running eriginals, 
16mm. prints, or reductions from 35mm. 
flim—the Fidelity Centre! permits easy, 
accurate focus of the scanning beam. 
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First in 


elevisuals 


Outstanding in entertainment value are the television 
commercials of the Minnesota Mining & Manufacturing 
Company produced by The Jam Handy Organization for 
Batten, Barton, Durstine & Osborn, Inc. 


Skilled in the techniques of blending high entertainment 





values with strong commercial selling, we are prepared 





to help progressive advertisers and agencies to keep 
in the forefront of those making effective use 





of television for business purposes. 


The 


JAM HANDY 
Oegeng —for Televisuals 


PRESENTATIONS * TRAINING ASSISTANCE * SLIDE FILMS * TELEVISUALS * MOTION PICTURES 
NEW YORE 19 WASHINGTON D.C. 6 PITTSBURGH 22 DETROIT 11 DAYTON 2 CHICAGO 1 LOS ANGELES 28 





